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MARCILLAC 


Appellation d’ Origine 
Vin Délimité de Qualité Supérieure 
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Mis en bouteille 4 F 34150 - 254 par 
Jean-Francois BOURZEIX 
MIG Domaine St-Félix - Route de Marcorignan - 11100 NARBONNE 
PRODUCT OF FRANCE 


By Jacques Recht 


“Wine ts marvelously appropriate to Man 
providing that in health or in sickness it is ap- 
plied with ‘a propos’ and in the right measure 
to the particular constitution of the individual.’’ 

Hippocrates:! 


The current knowledge of chemistry and 
metabolism of wine polyphenols suggests 
important health benefits, credited pre- 
viously to alcohol. Not the least of those 
benefits is the alcohol antidote property of 
some polyphenols. This unique property 
makes wine a nutrient distinctive from 
alcoholic beverages. 

“Wine is the most healthy and most hy- 
genic of all beverages,” said Louis Pasteur 
(1822-1895). Pasteur, a wine scientist study- 
ing tartaric isomerization, gave the medical 
world the present of microbiology and im- 
munology. The medical world is now re- 


LE VIN COEUR a été spécialement 
élaboré pour mettre en application 
d’importantes découvertes scientifiques sur 
le vin et V’infarctus du myocarde, réalisées 
par l’équipe du Pr. MASQUELIER 
(Faculté de Pharmacie de Bordeaux). 


Ainsi, des tannins naturels qu il 
contient en abondance, lui conférent des 
qualités particuliéres. 


Bu réguliérement et modérément, ce 
vin joindra les BIENFAITS a 
L’AGREMENT. 

Demandez la DOCUMENTATION 
GRATUITE trés détaillée a : 

Jean-Francois BOURZEIX 

Domaine St-Félix, route de Marcorignan 

11100 NARBONNE - FRANCE 


English translation of back label 


VIN COEUR (hearty wine) has been 
specially designed to respond to important 
medical findings on wine and myocardial 
diseases of Prof. Mesquelier, Professor 
Emeritus, Bordeaux Medical Faculty. 


These particular health benefits are pro- 
vided by natural tannins which this wine 
contains in abundance. 


Used regularly and moderately, this 
wine will combine its benefits with pleasure. 


Ask for free detailed documentation. 


Translator’s note: Vin Coeur phonetically sounds in 
French as VAINQUEUR which means ‘The Winner.’ 
This wording/gimmick cannot be translated into 
English. 


turning the favor by explaining to enolo- 
gists why wine is so beneficial to public 
health. 

The health benefits of wine have been 
known for centuries, but the properties 
that make it healthy weren't fully under- 
stood until recently. The chemical compo- 
sition and balance of wine’s elements, vita- 
mins, and amino-acids are close to the 
balance of those same elements in the 
human body. (See Fig. 1) 

Many successful cures with wine can 
be imputed to its alcohol content. Some 
others can only be explained by the re- 
cent understanding of the action of cer- 
tain tannins, principally procyanidins. 

The use of wine to sterilize foul water is 
not completely explained by the antisep- 
tic properties of dilute alcohol, but pri- 
marily by the bactericidal and protein- 
coagulating properties of tannins. 

In the past, many ailments related to the 
build-up of free oxidative radicals were 


cured with wine. Plato recommended 
the use of wine to the elderly.* 

St. Paul suggested wine to Timothy to 
cure ulcers and other ailments: “‘Drink no 
longer water, but use a little wine for thy 
stomach’s sake and thine often infirmities.’ 
In this use of wine, the alcohol content is 
not beneficial, but the tannin is. 

During the Dark Ages, ‘healers’ made 
extensive use of different types of wines 
for different diseases. Natural tannins in 
wine and those supplemented by herbs 
may have contributed to the effective- 
ness of those remedies. 

The number of wine therapies increased 
dramatically in the late 19th and early 
20th centuries. Wine was, and still is, 
considered to be one of the most complete 
nutrients for the convalescent patient.° 


Fig. 1. Average composition of wine nutrients: 


Tartaric acid: 5 gr/l; Alcohol: 12% by volume; 
Tannins: 3 gr/l; Calories: 700/1 


in mg/100 ml in mg/liter in mg/liter 
Sodium 3 Vitamin B; 0.10 Threonine 16 
Potassium 75 Vitamin B 0,12 Valine 21 
Calcium 8 Vitamin PP 2.00 Methionine 6 


Vitamin Bs, 0.47 
VitaminP 500.0 
Vitamin By 0.06 °g 


Phenylalanine 25 
Isoleucine 2 
Leucine 30 
Lysine 51 


Magnesium 20 
Phosphore 20 
Sulfite 5 


Traces of: Iron, Iodine, Copper, Magnanese, Zinc, Chromium. 
Iron and chromium interfere favorably in the microsomal ethanol 
oxidation system of clearing alcohol. 


Tannin or Polyphenols 

For more than 6,000 years, tannins have 
been used by man for their property to 
precipitate proteins. The applications 
range from embalment of mummies to 
fining wines to the making of leather 
from animal hides. 

Tannin is the name given to a group of 
compounds containing molecules of phe- 
nol, hence the modern name given to 
tannin: polyphenol. 

Polyphenols subdivide into two cate- 
gories: 

1. Hydrolysable tannin, made of a sugar 
grafted with phenols. 

2. Condensed (or catechnic) tannin, 
polymers of base phenolic compounds 
called flavans. These polyphenols are 
not readily hydrolysable. The most im- 
portant parts of wine polyphenols are 
condensed tannins, catechins, and pro- 
cyanidins. 

Procyanidins is the name given to a 
group of phenolic compounds of derivates 
from catechins. The chemical structure of 
the different compounds is very com- 
plex. A team of chemists in Heidelberg, 
Germany, has provided a better under- 
standing of the nature of the condensed 
tannins.” 

Polyphenols have strange properties. 
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Their implication in health-related issues 
has, for a long time, fascinated scientists 
and sustained the interest of the medical 
world. In 1985, a group including physi- 
cians, pharmacologists, and enologists 
established the International Group of 
Polyphenol, which convenes annually. 

Polyphenols in tea were studied by 
many researchers after the false alarm 
claiming that polyphenols presented 
mutagenic properties and caused oeso- 
phageal cancer. These polyphenols were 
also found in red wine, sorghum, herbal 
remedies, and other foods and bever- 
ages.’ Fortunately, in later research, poly- 
phenols received a clean bill of health 
from C.L. Yu and B. Swaminathan. 

The interest in red wine polyphenols 
intensified after an epidemiology study 
on Ischemic Heart Disease (IHD) deaths 
was conducted at the Medical Research 
Council Epidemiology Unit in Cardiff 
(U.K.). The study was published in the 
Lancet in May, 1979, by A.S. St. Leger, 
A.L. Cochrane, and F. Moore. 

St. Leger showed there was a strong 
negative association between IHD and 
wine, not seen to the same degree with 
other alcoholic beverages. (See Fig. 2) Ac- 
cording to St. Leger, “Our findings sug- 
gest that the apparent relationship be- 
tween IHD death rates and alcohol con- 
sumption may be completely explained 
by wine consumption .. .”” 


Fig. 2. Mortality rate per 1,000 men 
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In view of St. Leger’s research, the pos- 
sible protective effect wine has against 
IHD death is more likely due to consti- 
tuents other than alcohol. The ideal daily 
intake of procyanidins to lower the risk 
of IHD is estimated at 200mg, slightly 
more than a half bottle of Cabernet Sau- 
vignon or 300ml of Pinot Noir with a 
meal, daily. 

None of the world’s enology academic 


centers picked up on St. Leger’s hints 
immediately. Further investigation of 
wine's benefits was left to the medical 
and pharmacology professions. 


Polyphenols in Wine 

For a long time, enologists have treated 
wine tannins as a whole without too 
much consideration to the different types 
of polyphenols. This attitude may have 
been born from the lack of easy separa- 
tion techniques and complicated dosage 
methods. The first successful attempts to 
sort out wine’s polyphenols must be 
credited to V.L. Singleton.!!” 

Catechins in several Italian white grapes 
were studied in 1979, but it was only in 
1984 that enologists really started to in- 
vestigate procyanidins in wine more 
closely." These studies of the early 1980s 
were a delayed result of St. Leger’s work 
published in the 1979 Lancet report men- 
tioned above. 

One study investigated the evolution of 
different oligomers and flavan 3-ol in 
grapes and seeds of Macabeo, Ugni blanc, 
Carignan, and Grenache." It showed an 
increase of flavan 3-ol content up to vera- 
ison and a decrease after veraison. The 
decrease of flavan 3-ol after veraison cor- 
responded to an increase of procyanidins 
in the seeds. 

Research on wine procyanidins took a 
new turn in 1986 when the Institut Na- 
tional de Recherches Agronomique (IN- 
RA), with the help of Montpellier Uni- 
versity and the Institut des Produits de la 
Vigne (Pech-Rouge-Narbonne), decided 
to study procyanidins. They investigated 
the contents of procyanidins in grapes." 
This was the first study involving seeds, 
skins, stems, and leaves of different wine 
grape varieties. (See Fig. 3) 


Fig. 3. Contents of Procyanidins 
B,+B,+B3+B,4+trimers and tetramers. Mg/Kg 


Variety Stems Seeds Skins Pulp 
Alicante-Bouschet 4,093 9,300 642 183 
Cabernet-Sauv. 1,835 4560 445 traces 
Carignan 2,181 3,878 552 traces 
Cinsault 2,344 4363 783 traces 
Grenache Blane 1,660 4570 172 traces 
Grenache Noir 1,299 2,435 550 traces 
Merlot 3,360 6,721 321 traces 
Mourvedre 2,972 4649 649 traces 
Pinot Noir 4,195 15,599 450 traces 


Colobel 6,125 2,148 603 traces 


A second study involved finished wines 
and other grape products obtained by 
different vinting methods. Most of the 
red wines studied contained above 300 
mg/liter of procyanidins. 

Outstanding among the other wines 
was a Pinot Noir, with a content of 922mg/ 
liter of catechins-procyanidins, for a total 


polyphenol value of 1.97 gr/liter. This 
showed that a light-colored wine is not 
necessarily a wine low in procyanidins. 

The classic maceration vinting methods 
seem to yield more catechins and pro- 
cyanidins than carbonic maceration and 
thermovinification. 

More recently, an improved High Per- 
formance Liquid Chromatography (HPLC) 
and fractioning method has been devised 
to evaluate procyanidins and catechins in 
wine. ”° 

Most studies have been oriented toward 
vinifera red wines and red winemaking 
technology. The little knowledge we have 
on white wines made by classic methods 
shows low values of procyanidins. 

Red wine contains 500 to 1,000mg/liter 
of procyanidins. White wine contains 
much less. Research still needs to be done 
to assess the quantities of procyanidins 
which could be reaped by different treat- 
ments of white grapes. Skin contact, lees 
contact, or barrel ageing could possibly 
increase procyanidins in white wines. 

Currently, a private study on procyani- 
dins in Virginia grapes, vinifera, and 
hybrid red and white wines is under 
way at Old Dominion University and In- 
gleside Winery, both in Virginia. 


Procyanidins and Health 
Procyanidins in red wine affect blood 
and arteries in four ways: 

1. Vascular protection: They create 
cross-links which strut the collagen of 
artery walls by fixation on proline. 

2. Anti-histaminic: They block the his- 
tidine decarboxylase enzyme from the 
vessel tissues. 

3. Free radical scavenger: They act 50 to 
100 times more effectively than vitamin E 
in scavenging the dangerous oxidative 
free radicals, preventing disease and pro- 
viding many health benefits. 

4, Vitamin C sparer: They help in handl- 
ing cholesterol, by aiding the processing 
of cholesterol into bile salts. The vitamin 
C sparing effect is instrumental in the 
metabolism of cholesterol into bile salts. 

Many studies have proven the health 
benefits of procyanidins. In 1944, J. La- 
vollay discovered that a small amount of 
red wine given to a guinea pig dramatic- 
ally increased capillary vessel sturdiness.” 

In another study using guinea pigs, Dr. 
J. Laparra tested the effect of wine pro- 
cyanidins on vitamin C. Three lots of 
guinea pigs were tested: lot #1 was fed 
with a survival quantity of vitamin C; lot 
#2 was fed with 50% of the quantity of 
vitamin C; lot #3 was fed with 50% of the 
quantity of vitamin C plus wine procy- 
anidins. All specimens of lot #2 died. All 
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specimens of lot #1 and #3 survived. This 
experiment showed that wine procyani- 
dins may have a sparing effect on vita- 
min C. 

Other experiments have shown that 
purified flavan polymers have a strong 
action against high blood pressure and 
some cardiotonic activity.'* Natural and 
biochemically prepared procyanidins 
also have a positive effect on heart and 
blood circulation problems.” 

Masquelier surmised the properties of 
procyanidins in a schematic blood vessel. 
(See Fig. 4) 


Fig. 4. Catabolic action of Procyanidins and 
their effect on artery walls 


according to J, Masquelier. 
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In the arteries, procyanidins make the 
artery walls sturdier and will regulate 
permeability of the walls. Excess perme- 
ability causes the build-up of atheroma 
plaque. This atheroma is related to a 
build-up of excess tissue histamines from 
tissues histidine decarboxylation. Pro- 
cyanidins will inhibit the histidine-decar- 
boxylase. 


Wine procyanidins 
and free radical ailments 

There are many ailments due to aggres- 
sions of free radicals. For example, from 
radiation and skin cancer to the ageing 
process, free oxidative radicals seem to 
be involved. But procyanidins are excel- 
lent scavengers of these rascals. Pycno- 
genol, synonymous to procyanidins, is a 
trademark for an over-the-counter pro- 
tector against sun radiation in Europe. 
The product is produced from an extract 
of wine grape seeds. 

The oxidative free radical scavenging 
properties of procyanidins also help pro- 
tect the arteries and tissues against ag- 
gressions on the artery walls.** To this 
end, varicose veins are being treated 
with Endotelon, a successful wine grape 
seed-extract medication marketed in 
Europe. 

Outside the heart and blood circulation 
system, procyanidins act against viruses, 
tooth decay, and edema, and protect 
against the dangers of radiation and sun 
exposure. 

The arguments on the dangers against 
sun bathing after drinking red wine seem 
to be unfounded. In light of the above 


eine STURDINESS 


findings, it seems that moderate drink- 
ing of red wine before venturing into the 
sun might help one avoid sunburn. 


- Procyanidins and Age 


For the elderly, wine consumption with 
food has many benefits. It may renew 
some interest in food and will improve 
digestion. Wine may increase the activity 
of the nervous cells and improve intellec- 
tual performances. 

Moderate wine use by the elderly will 


supply nutrients and vitamins and wine's 
procyanidins will help protect the elderly 
against an ischemia heart accident. Red 
wine scavenges the free radicals which 
age the elderly’s tissues. 


Tolerance to alcohol, however, decreases 
with age. Alcohol dehydrogenase activity 
in the liver slows down. Senior citizens 
should replace consumption of distilled 
spirits with moderate wine drinking and 
a vitamin B, supplement. 


Groskopf’s COMMITMENT todowhatever it takes 
to bring you the best wine storage and distribution in the maceery: 
Groskopf’s EXPERIENCE in interstate consolidation shipments through its 
CALIFORNIA WINE CONNECTION, intrastate shipping programs, and warehouse 
air freight programs by a staff whose attention to detail and efficiency 


results in first rate service. 


Groskopf’s FLEX/BILITY through various freight forwarders offering L.C.L. and 
full container movements to most foreign ports. 

Groskopf’s IMNOVATION of a sophisticated computerized inventory control 
and reporting system to keep tight controls on the storage and shipping of 
your wines to most anywhere in the U.S. and internationally. 


At Groskopf Warehouse, we handle your wines as if they were our own. 


GROSKOPF WAREHOUSE 


Call or write to us today. In Calif. call (707) 996-2113 or toll free (800) 221-0229. 
Outside Calif. call toll free (800) 237-1715. . 


P.O. Box 128, Vineburg, CA 95487. 
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For the elderly who mourn the loss of 
youth, friends, and family, wine is a 
source of some last pleasure. The gov- 
ernment, with its warning label, wants 
to cruelly repudiate this joy. 


Conclusion 

To say that wine presents risks to one’s 
health is a distortion. Rather, excessive 
drinking may be nefarious in specific 
cases of alcoholism. 

The government should match the direct 
and indirect costs of IHD deaths against 


those of drunk driving due to fine wine, 
if any. 

If the government would promote wine 
instead of defiling it, we would drink 75 
liters per capita/year as in countries 
showing low heart-attack rates instead of 
2.5 liters/year. IHD deaths would be 
seven times less than current statistics. 
We could save some 433,500 lives/year of 
the 6,195,000 individuals suffering from 
some heart ailment. 

A balanced governmental approach 
would consider the preventive benefits 
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of moderate wine consumption rather 
than categorically attacking all alcoholic 
beverages. a 


Jacques Recht is winemaker at Ingleside Plan- 
tation Vineyards, Oak Grove, VA. 
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D.R. Storm, Ph.D, PE. 


Cambium to cambium; 
mastering the MWG 
The miracles and mysteries of life science are 
enormously magnified for hardcore physical 
scientists and engineers. I was reminded of 
this while being introduced to the skills and 
tricks necessary to perform the impressive 
vine conversion technique known as the modi- 
fied whip graft (MWG). 

The MWG method is credited to the late 
Curtis Alley of U.C. Davis, and I have found 
it to be a very efficient system, if the metho- 
dology is followed carefully by a well-trained, 
conscientious crew. 

Without boring you with all the surgical 
procedures, the most important aspect of the 
marriage of scion (budwood) and mother-vine 


is the matching of cambium layers (mother to 
future progeny). The cambium layer on the 
scion wood is between 0.5 to 1mm in width, 
so the opportunity for error is quite high, 
even though the mother-vine's cambium is 
2X to 3X wider. 

Dr. Alley’s system provides two chances of 
success for each graft (two bud sticks/vine, or 
four chances per conversion), because the 
grafter creates two potential contact points on 
the budwood to match the two incisions made 
in the mother-vine. 

The thrill of producing the proper wedging 
or mechanical bonding of the two living pieces 
of vine is probably similar to the sense of deft- 
handed accomplishment experienced by heart 
and neurosurgeons. 

For whatever reasons (good scion wood, 
good grafters, seasonal timing, good luck, 
etc.), we have experienced an average success 
rate of 98%. First year growth from the two- 
bud start is nothing short of awesome, and if 
there are MWG failures, you can follow up 
with a ‘T-bud’ graft later in the year. 

You can study photos and diagrams of the 
MWG procedure, but to have a reasonable 
chance of success (and to become an instruc- 
tor of others) a hands-on demonstration is 
necessary by someone whose batting average 
is 0.850 or better. 


Scum froth and foam 


Foaming has been a hindrance to the 
winemaking process ever since the first 
yeast found they could metabolize sugar, 
create CO,, heat and generate ethanol 
and foam all in one magical sequence. 
Before the widespread adoption by the 
wine industry of temperature-controlled 
fermentation in the 1960's, many a fran- 
tic winemaker and cellar crew expended 
countless hours mopping up foam spill- 
age from over-active fermenters. 

In addition to mechanical refrigeration 
for temperature control of the rate of re- 
action, anti-foaming agents and designer 
yeasts are employed by many wineries to 
reduce or eliminate foam. 

Foaming is a complex biochemical phe- 
nomenon resulting from the agitation of 
a liquid matrix consisting of micro-organ- 
isms, simple and complex proteins, and/ 
or dissolved gases. Ocean foam, for exam- 
ple, can be the result of wave propaga- 
tion and chop from wind shear in the 
open sea or breaking waves at the shore- 
line, where the optimum in seawater 
agitation can occur. 


Winery wastewater and foam 

In the late 1950's and early 1960's, before 
the detergent industry abandoned alkyl 
benzene sulfonate (ABS)-based deter- 
gents in favor of the biodegradable linear 
alkyl sulfonate (LAS), it was not uncom- 
mon on Monday mornings to see muni- 
cipal waste treatment plants draped with 
mounds of white foam 10 to 12 feet high. 

Logic suggests that some of the same 
proteinatious constituents that produce 
foaming in fermenters also produce foam- 
ing and frothing when raw wastewater is 
mechanically mixed and agitated in some 
type of oxidative reactor. 

Winery piping and equipment disinfec- 
tants also appear to contribute to the 
foaming problem. In our experience, the 
iodine-based ‘Iodofor’ used extensively 
in wineries has a high potential for foam 
production during waste treatment. 


Winery wastewater and scum 

‘Scum’ conjures up society's low-lifes 
when in fact, it really is an innocuous by- 
product of waste treatment that can be 


Mancuse 


Go Wine broker 


Karen Mancuso 


5 years in the bulk wine business and 
still the new kid on the block. 


That means I work harder for you (and 
the people who want to deal with you.) 


0 Bulk to Buy or Sell 

Processing Contracts 

© Private Labels 

Market Information 

Case Goods 

Give me a call. I may know more about 


how to solve your bulk wine problem 
than you think, 


447 Miller Avenue 
Mill Valley, CA 94941 


Bus: 415/389-1234 
Fax: 415/383-WINE 
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skimmed for removal and disposed of as 

lid, hed back i h t 
OMESS SPADONI D.E. FILTERS mainstrednnforeven tall eania arr 
reduction. (In A.A. Milne’s “Winnie The 


Advanced technology at an affordable costli Pooh’, there was a minor skirmish over 
which lucky character got the ‘skin’ or 
scum generated by the heating of milk.) 

Scum-baffles are installed as part of the 


outlet weir in aeration cells to prevent 


Automatic oar Stainless steel dosing scum discharge into the settling basins 
Centrifugal pump and motor where it might remain on the surface 
CIyiggke and not join the desired sedimentation 
discharge 
process. 


A scum wash-down component is always 
provided near the aeration and settling 
cells, so that scum accumulations on the 
perimeter of the tanks at the water sur- 
face can be forcibly washed into the ap- 


Horizontal Screens propriate chamber for further treatment. 


Unit Scum layers at the margins of the quies- 
pon eray cent settling basins make ideal breeding 
made In habitats for gnats and black flies, so it is 

Large bottom stainless fOr a 
opening steel doubly important that these perimeter 
zones be washed down daily from April 
through October (in our 34° N latitude, 

at least). 
Foam suppressors 

CRIVE LLE R COM PANY Foam in aeration tanks can physically 
In US.A.: PO, Box 162, Lewiston, NY. h. (416) 357-2930/358-5202 be broken up by a fine water spray, as is 
In Canada: 6935 Oakwood Drive, Niagara Falls FAX: (416) 374-2930 the practice in many municipal waste 


treatment facilities. (Often, the spray 
valve is on a time clock that can be set to 
coincide with the period of greatest foam- 
ing potential, i.e., ‘washday’.)! 

Anti-foaming additives (anti-foams) are 
commercially available and fall generally 
into two categories: organic (anti-foam 
mineral oils and waste fatty acids) and 
silicone products’, (generally consisting 
of some concentration of polydimetay]l- 
siloxane), '>i4 

Application rates vary widely among 
process systems, but organic anti-foams 
are typically applied at rates 5X to 10X 
the rate of silicone anti-foams.’4 Organic 
anti-foams may also interfere with the 
dissolved oxygen transfer process and 
add unwanted biological oxgen demand 
(BOD) or chemical oxygen demand (COD) 
as they become oxidized. 

[Author’s Note: My archaic method of 
foam suppression for pasta cooking (1 
tsp of olive oil) may be replaced with a 
high-tech silicone anti-foam. I wonder 
how it will taste?] | 


David Storm is a consulting civil and sani- 
tary engineer and owner of Winters Winery. 
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small and thriving 


By Eleanor & Ray Heald 


It has been reported that Patrick Campbell, 
owner of Laurel Glen Vineyard in Glen Ellen, 
CA, deliberately sought a unique property, 
whose soil and climate would produce a one- 
of-a-kind wine. 

‘Not so,’’ says Campbell, ‘It was blind 
luck. When I started, I didn’t have the vision 
of seeking out one of California’s best vine- 
yards, or of producing one of the world’s 
great wines. In the mid-1970s, nobody really 
knew much about sites or matching grapes to 
soil types. At best, it was intuition, which 
has a lot to do with blind luck.”’ 


From violin to vit 

Campbell was born in Baltimore, MD, 
but grew up in southern California, where 
he became acquainted with some of Cali- 
fornia’s oldest wineries. In 1973, having 
completed an undergraduate degree in 
English literature at Pomona College and 
a graduate degree in philosophy from 
Harvard University, he returned to Cali- 
fornia to play the violin with several San 
Francisco area orchestras. 

During this perlod, Campbell lived on 
Sonoma Mountain (coincidentally, close- 
by the Laurel Glen site), in a lay com- 
munity of Zen Buddhists who owned a 
small vineyard. In order to learn how 
better to tend the vineyard, Campbell 
enrolled in viticultural classes at Santa 
Rosa Junior College. 


By 1976, Campbell decided that the mo- 
nastic life of Zen Buddhism was no longer 
for him, but that grape farming definitely 
was. Together with his wife, Faith, he 
purchased the 13-acre Laurel Glen Vine- 
yard site (complete with house, outbuild- 
ings, tractors and a three-acre block of 
Cabernet Sauviqnon planted in 1968), on 
an eastern slope of Sonoma Mountain, 
1,000-feet above the town of Glen Ellen, 
for $150,000 without borrowing from a 
bank. 

Until the 1,500-case debut harvest for 
the Laurel Glen brand in 1981, Campbell 
sold grapes to Chateau St. Jean (for a 
vineyard-designated Cabernet Sauvignon) 
and Kenwood Vineyards (for its Artist 
Series bottling). He gradually expanded 
the vineyard plantings to 35 acres (20 
owned, 15 leased) arranged in eight 
blocks, each with a somewhat different 
soil type. 

With a $500,000 loan, which Campbell 
describes as ‘big money’, secured by wine 
equity, several additional acres were pur- 
chased in the late 1970s, at a cost of about 
$15,000/acre. A functional winery build- 
ing was built, equipped with five 2,000- 
gal. water-jacketed stainless steel fer- 
menters, pumps, a bladder press, and 
other essentials. New French oak Bor- 
deaux barrels were purchased. (Laurel 
Glen uses 50% new barrels each year.) 

The winery has about $1,000 in lab 


equipment, but Campbell sends most 


lab work out. “Ultimately, it’s cheaper 
and you can trust it,” he claims. 

Within five years, Campbell had repaid 
50% of the loan. The other half is still 
outstanding. 

In the late 1980s, seven acres of adjacent 
bare-land were purchased for planting 
Cabernet Sauvignon, some Cabernet 
Franc, Merlot, Sangiovese, and Mataro 
or Syrah, at a cost of $15,000/acre. 

Campbell has occasionally had to scram- 
ble. For example, the 1983 vintage did 
not produce a wine up to his standards. 
“I was running out of money and had to 
get some wine on the market, but the 
1983 was not ready. I released the superior 
1984 six months early; sold all of it, then 
released the 1985 vintage, which was a 
big success. 

“Subsequently, I sold the biggest per- 
centage of the ‘83 to restaurants at a deep 
discount. Because of this, we made a lot 
of friends in the restaurant business.” 


Second label advantage 

When all the acreage is bearing, Camp- 
bell’s annual production will total 6,000 
cases/year, including the primary label 
and Counterpoint, a second label inau- 
gurated as a blend of 1985 second crop 
and several lots of 1986 Cabernet Franc. 
Counterpoint utilizes all estate grapes 
not used in the Laurel Glen bottling. 

“Either the grapes used for Counter- 
point are not up to Laurel Glen stand- 
ards,” Campbell says, “or they are su- 
perior lots which, for stylistic reasons, 
don't fit into the Laurel Glen blend. 

The 1988 vintage, with its poor fruit set, 
is a good example. Of 2,800 cases pro- 
duced, 7 will be labeled Counterpoint. 
“I’m going to almost lose my shirt with 
this vintage/” Campbell remarks. “When 
it’s a matter of quality, you just have to 
make the decision to uphold your repu- 
tation. 

“I make money with Counterpoint. But 
the real reason for utilizing a second label 
is that it’s fine to sell a $25 bottle of wine 
like Laurel Glen, but I can’t afford wine 
at these prices and neither can most of 
my friends. I want to offer a wine that 
more people can afford to buy and enjoy. 

“Counterpoint is also a marketing de- 
vice. It gives the Laurel Glen label the 
greatest credibility and shows that my 
business is not dictated solely by my 
financial concerns.” 


How a small winery survives 

Having a second label certainly makes 
cash-flow projections more difficult,” 
Campbell maintains. “When you're talk- 
ing about production of only 5,000 to 
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6,000 cases, to get any attention, your 
primary label has to be one of the best 
wines in the market.” 

Many wineries the size of Laurel Glen 
sell only-in California. “I made an effort 
from the beginning to be known nation- 
ally,” Campbell emphasizes. “For me, it’s 
important.” 

Several years prior to releasing the 1981 
vintage, Campbell took samples of ama- 
teur wines he had made from the estate, 
and the vineyard-designated wine pro- 


duced by Chateau St. Jean, into the retail 
marketplace for evaluation. Laurel Glen 
had also received significant advance 
publicity because of the Kenwood Artist 
Series. 

When the 1981 wine was released in 
1984, 35% was sold in California (some 
direct sales in Napa, Sonoma, and San 
Francisco). Another 35% went to the east 
coast, with 25% sold in between, and 5% 
sold to mailing list customers. Current 
market distribution is essentially the 


Problems in the Bottle? 
DON’T DUMP IT: DECANT IT! 


Every day, thousands of gallons of premium 
California wine are reclaimed from the bottle for 
various reasons. Current methods are costly, 
inefficient, and invariably damage the wine. 


Decanter U.S.A. offers the first portable 
decanting line, processing over 200 cases 
per hour, in the privacy of your facility. 


¢- EFFICIENT 
- ECONOMICAL 

> CONFIDENTIAL 

- QUALITY ORIENTED 


For more information call: 


Decanter U.S.A. 


200 Kane Drive - Hollister, CA 95023 + (408) 637-9758 


same with about 10% being exported. 

Campbell helps support a family of five 
on the income from the wine business. 
He oversees virtually every aspect of pro- 
duction and sales. There is a bookkeeper 
who works one day/week and one cellar 
worker averaging two days’ work/week 
year-round, a vineyard foreman and one 
vineyard worker are full-time and another 
vineyard worker is half-time. 

Most of the vineyard equipment was 
purchased second-hand. Campbell, who's 
a good mechanic and can repair most 
anything, says, “Both tractors are work- 
ing most of the time.” 


An international presence 

“I suppose people might say, ‘Why is 
Laurel Glen exporting wines when there's 
only about 5,000 cases to sell and there is 
far greater demand than supply” ” muses 
Campbell. “There are three reasons. 
First, it’s fun. Plus I have family ties in 
Europe. 

“T also don’t want all my eggs in one 
basket. Phenomenal wine taxes already 
exist in some states and others are pro- 
posing them. This is driving the cost of 
higher-priced domestic wines even higher. 
There's a price resistance nationally that’s 
driving sales downward. Not so, inter- 
nationally. 

“Lastly, international presence is impor- 
tant. I believe I’m making a wine that 
deserves international recognition. Our 
competitor, so to speak, is Bordeaux. If 
they sell their wines in the U.S., why 
shouldn't I sell in Europe? I attended 
VINEXPO in 1989 and I plan to be there 
in19917 

Attending VINEXPO cost about $6,000 
and Campbell claims it opened up a sig- 
nificant number of markets placing firm 
orders. Additionally, he met with nine 
Laurel Glen Vineyard distributors from 
across the U.S. who were there. “Now 1 
don't have to travel to see them,’ he says. 

“We're only adding markets when we 
have more wine to sell. We're not reduc- 
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ing percent allocation to markets that 
were with us in the beginning, although 
low production levels in 1987 and 1988 
will make it appear that way. There’s 
little enough allegiance in the wine busi- 
ness as it is without short-changing those 
who have supported me from the start! 


Attracting new consumers for wine 

Campbell believes that it’s disgraceful 
that the U.S. wine industry is not making 
greater efforts to attract new consumers. 
“We're not promoting the personal and 
social benefits of wine nearly enough,” 
he contends. 

“We're bowing to the pressures of a liti- 
gious society. We just can’t continue to be 
cowed by this. It’s immoral and cowardly 
on the industry’s part. 

“The Wine Institute’s major position is 
to prevent an increase in taxes on wine. 
That's well and good, but the fact remains 
that if the general populace believed that 
wine is an integral part of daily life, they 
wouldn't allow an increase in taxes on 
wine. 

“Taxes have been raised on cigarets be- 
cause people have become health con- 
scious to the level that they consider 
smoking immoral. You don’t see taxes 
being raised on bread or orange juice. 
We're fighting the symptom, not the 
cause. 

“The cause is that we're getting a bad 
rap and we should be fighting that rap, 
not the raising of taxes because if people 
are comfortable with wine, they won't 
support tax increases. 

“The California wine industry as a whole 
is dodging the greater issues. We know 
and understand something that many 
people don't know, and it is our respon- 
sibility to lead them. We're not doing this.” 


Contentment 

“It’s a satisfaction every day,” says Camp- 
bell with enthusiasm. “I’ve always en- 
joyed whatever I’ve done, but I really 
enjoy the wine business. I like the agri- 
cultural aspects because I like working 
outdoors. 

“I derive satisfaction from wine produc- 
tion. I like people, so I enjoy the sales 
side also. I very rarely lose sleep over the 
business. I’m very lucky.” 


Caveats 

After painting this optimistic picture of 
contentment, Campbell adds, “A home 
_ winemaker should not attempt to do what 
I’m doing today. The days are past when 
an enthusiastic amateur could take any 
interesting block of grapes that was avail- 
able and make it fly commercially. The 
market doesn’t need more wine, but there 


is always a place for a distinctive and ex- 
cellent wine. 


“It’s also absolutely essential to control 
an impeccably good vineyard source. 
You have to be able to farm it yourself — 
you have to know what you're doing. If 
the plan is to buy grapes on the open 
market, you might as well forget it, be- 
cause virtually all the great vineyards are 
committed. 

“You can’t operate a winery on a shoe- 
string; you have to have resources to tide 


350 Morris Street, Suite E 
Sebastopol, CA 95472 


Telephone: (707) 823-2883 


Telefax: (707) 823-6954 


you over. The scientist-type generally 
doesn't do well in a small operation. This 
is a people business, not a research lab. 
The home-winemaker also doesn’t have 
much of a chance because commitment 
to a strong marketing plan is essential.” 

Campbell has always believed that the 
wine press needs him as much as he 
needs publicity. “Many small winery 
owners don't understand this,” he stresses. 

“T’ve never made any attempts to be 
humble to the press, but you do have to 


Evaporators 
DeSulphurizers 
DeAlcoholizers 


KLR MACHINES, INC. 


47 West Steuben Street 
Bath, NY 14810 

Telephone: (607) 776-4193 
Telefax: (607) 776-9044 
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make your operation interesting for these 
people. Otherwise, they lump you with 
a hundred other small wineries. 

“I meet with press people personally. I 
believe they are important because they 
get your story out to the consumer. A 
5,000-case production is small, but you 
do have to sell wine to stay in business. 

“The press wants interesting people 
who have engaging things to say about a 
superior product. Perhaps these are not 
encouraging words, but this is a difficult 
business and you have to know what 
you're doing before you get into it.” 


Convictions 

“Today, I wouldn't have a prayer of suc- 
ceeding in opening a winery in this loca- 
tion, the way I started 15 years ago,” con- 
cludes Campbell. 

True. Patrick Campbell never deliber- 
ately sought a unique property from 
which to produce his highly regarded 
Cabernet Sauvignon. But, this energetic, 
dynamic, straightforward, and gutsy 
winegrower, has overcome the handi- 
caps of childhood polio to work his vine- 
yards on crutches. 

Campbell may be the last of a nearly ex- 
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: Foil Spinners 
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tinct breed of determined individualists 
who have been successful building and 


maintaining a small California winery. a 


For more information on suppliers men- 
tioned in the Decorated Bottle story p. 13-17 
contact: 

California Glass Co. 155-98th Ave., Oak- 
land, CA 94603, phone: 415/635-7700. 

Demptos Glass Co. 840 Latour Ct. #D, Napa, 
CA 94558, phone: 707/252-7688. 

Bergin & Thomas, Ltd. 986 Kaiser Rd., 
Napa, CA 94558, phone: 707/224-0111. 

Phoenix Glass Decorating Co. 1961 National 
Ave., Hayward, CA 94545, phone: 415/782-5252. 


* No-Vac Filler Valves 

* Corker Vacuum 
Systems 
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» Vecorated 
Bottles 


Demptos Glass Company’s glass mold. 


By Barbara Heiman 


Not long ago, when competition was 
scarce and wineries were fewer, little at- 
tention was paid to the packaging of fine 
wines. Wine was made, distributed, and 
sold (sometimes regardless of its quality). 
Winemakers were prone to believe that 
their product was chosen for its quality 
and the winery’s reputation, not for the 
appearance of its bottle or label. 

Seven years ago, a prominent Napa 
Valley vintner told glass artist Gaye Frisk, 
“Just put my wine in a brown paper bag 
because I want the wine to speak for 
itself.” 

Both the number of wineries and the 
scope and variety of their wines have in- 
creased more rapidly than retail shelf 
space — and wine is now produced in 
nearly every state in the U.S. One effect 
of this proliferation is that wineries are 
having a hard time making their wines 
stand out. 

Mike Bergin, of Bergin & Thomas, Ltd. 
(a wine bottle engraving and painting 
studio in Napa, CA), observes that wine- 
makers and growers are becoming so 
skilled at what they do that wines are 
almost becoming a commodity. “There’s 


so much good product in the market, 
wineries must continually strive to differ- 
entiate their product from all the others.’ 

One result of this competition is that 
wineries must pay increasing attention 
to marketing, and heed market research 
suggestions that the appearance of a 
wine bottle on the shelf is critical to its 
purchase. 

“Tf consumers don’t know about a par- 
ticular wine, they will go for the more at- 
tractive package,” according to the man- 
ager of a large wine and liquor retail out- 
let. “If the consumer then finds the con- 
tents good as well, the product will be 
remembered and purchased again.” 

Contrary to a winemaker’s belief in the 
sophistication and knowledge of the 
wine-buying public, packaging contrib- 
utes greatly to the consumer's purchase 
of premium wines. 

“It’s very important that the label and 
glass reflect the price category of the 
wine,” notes Ralph Colonna, of Colonna/ 
Farrell Design Associates in St. Helena, 
CA. “The visual impression a wine (bottle) 
makes can be the main factor in persuad- 
ing a consumer to purchase it.” 

Often, wineries are trained in the art of 
making wine, but not in packaging to at- 


Bottles decorated by Bergen & Thomas. 


tract a larger market. Below are some of 
the steps required to develop or enhance 
a wine's packaging, and some resources 
that may provide assistance. 

The wine package is an integrated pro- 
duct and includes all the items used to 
contain and seal the wine — as well as 
the label and decoration of both bottles 
and cartons. In packaging a quality wine, 
each of these items may be custom-made 
according to specifications of the winery. 

An effective package is one which is 
well-coordinated both stylistically and 
temporally. It may take a year or more to 
develop and execute an effective pack- 
age, and planning is essential for the 
process to run smoothly. 


Bottles 

Bottle choice is the first decision to make, 
and the stylistic decision around which 
all other choices are made. As the wine 
industry has expanded, so have service 
companies which assist wineries in creat- 
ing effective packaging. 

Such companies assist the client in mak- 
ing appropriate bottle selections, and all 
other aspects of packaging: from the wine 
glass and corks, capsules, and bottle pack- 
aging, to carton style, custom graphics, 
and even case sealing and label glue. 

Randy Haight, of California Glass Co., 
Oakland, CA, emphasizes, “Packaging 
helps sell quality wines.” Wineries are 
very particular about their image, and 
the careful selection of glass, capsules, 
etc. is seen as a reflection of that image. 
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Although some premium wineries insist 
on imported (European) glass, many 
consumers do not distinguish between 
domestic and imported glass, especially 
as the variety of domestically produced 
bottles increases. 

Domestic glass companies make both 
punt and flat-bottomed bottles in a large 
array of colors and shapes, including 
dead leaf green, smoky-quartz, and both 
straight-sided and tapered bottles. 

Importing glass from Europe involves a 
substantial transport cost. This means 
that, if a winery can select glass from the 
large array that is domestically produced, 
it can achieve a considerable cost savings 
in bottles. (Importing glass can add $1.50 
to $2.00/dozen.) 

Cal Glass offers a wide range of bottle 
shapes and colors in ‘stock’ bottles. Most 
of these bottles are made by domestic 
glass companies, although Cal Glass 
also distributes European bottles. 

However, if a winery's marketing plan 
calls for unique bottles — especially those 
which are custom-made from a special 
mold — they may seek out a representa- 
tive of the smaller, less-automated Euro- 
pean glass companies which provide 
these specialized items. One such com- 


pany, Demptos Glass Co., Napa, CA, 
specializes in packaging for the high-end 
wine market. 

Demptos began, in 1981, as a cooperage 
importing French oak barrels. Demptos 
received many requests for European 
glass and eventually formed a separate 
company to distribute specialty European 
bottles. 

In 1987, Paul Rotshuizen, trained as a 
winemaker in both France and Germany, 
became general manager of Demptos 
Glass Co. Through numerous trips to 
Europe, he has located nearly 400 unu- 
sual bottles currently obtainable through 
Demptos, in addition to more traditional 
Burgundy and Bordeaux styles. 

Rotshuizen emphasizes that the wide 
variety of bottles — along with their bottle 
decorating possibilities, i.e, applying the 
winery logo on the bottle with the screen- 
process, engraving or sandblasting of the 
label, frosting or spray-painting the bottle, 
or using a combination of these tech- 
niques — allows potential customers to 
differentiate their products and create a 
unique marketing image within a rea- 
sonable budget. 

One of the special services that Demptos 
offers is a custom mold program which 


allows a winery to design its own unique 
bottle, specific in size, shape, weight, 
color, and decoration. Custom bottles 
can be cast with a coat of arms, a crest, a 
bunch of grapes, a winery name, etc. 
The entire process takes about six months, 
with a minimum run of 2,500 dozen. 

Cost will depend on complexity of the 
mold and decoration desired. A set of cus- 
tom molds might cost $15,000 to $20,000. 
After that, each bottle will cost $.80 to 
$1.20 for still wine bottles, compared 
with $.32 for a stock American, Cana- 
dian, or Mexican bottle. For heavier cham- 
pagne bottles, the cost is about $1.20 to 
$1.50/bottle. With a custom bottle, a win- 
ery gets a premium, quality-image ve- 
hicle, which can be a very important part 
of marketing strategy. 

Regarding the cost and quality image, 
Robert Sessions, Winemaker and Gen- 
eral Manager of Hanzell Vineyards says, 
“We took a hard look at the pros and cons 
of continuing with our custom mold. We 
decided it was still worth it to us to main- 
tain that quality image. More than simply 
an image of quality, a custom bottle is an 
identity. It is not simply a very pretty 
bottle, it is our very pretty bottle.” 

For the most part, wineries have fiscal 
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you should know. 


Richard de los Reyes, John Ciatti, Joseph Ciatti, Jim Carter 
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The Joseph W. Ciatti Company is 
the wine industry’s largest, oldest, 
and most comprehensive wine 
brokerage. 


Allow our expert staff 
to assist you in: 
a 
Negotiating custom grape- 
crushing contracts. 
Sa 


Procuring premium varietals, 
aged wines, large and small lots. 


4 
Tasting, blending and finishing 
by on-staff enologists. 
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Current market analyses, 
assessment of inventories, quality 
evaluation and market value. 
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and space limitations and it is not prac- 
tical to purchase and store empty glass 
very long before bottling. Wine is a living 
product, and it is not always easy to pre- 
dict exactly when a vintage will be ready 
for bottling, or precisely the number of 
bottles to be used. 

Packaging suppliers familiar with the 
wine industry understand the realities of 
wine production and try to support cli- 
ents in every way possible. This does not 
mean, however, that the winery should 
wait until a few weeks before bottling to 
order glass, and then expect that every- 
thing will run smoothly. Wineries will 
get better service from glass suppliers if 
they, in turn, try to work within the re- 
alities of the glass industry. 

Glass manufacturing plants operate 24 
hours/day, seven days/week to make 
glass. Glass is melted in large, color-spe- 
cific batches, poured into bottle molds, 
cooled, and palletized. Domestic manu- 
facturers tend to produce a large quantity 
of the same color and shape bottle at one 
time, warehouse the glass until needed, 
and then modify the glass mixture and 
molds for the next batch. 

When a winery orders custom-printed 
boxes for its bottles, it is cost-effective for 
those boxes to be printed and available 
about one week before the glass is made, 
so that the new bottles can be packed 
directly into the special boxes. 

Each glass manufacturer might only 
produce a particular style and color ‘stock’ 
bottle once or twice each year. Thus, if a 
winery places a preliminary order six to 
twelve months ahead of anticipated need, 
with an understanding by the supplier 
that date and quantity are flexible, many 
problems in glass supply can be averted. 


Corks and Capsules 

When selecting bottles, be sure to order 
capsules and corks at the same time. 
Bottle necks vary in size, and it is critical 
that capsules and corks fit snuggly; other- 
wise wine may not be sealed properly 
and the capsules may wrinkle or bubble 
when attached. Custom branded corks 
and custom decorated capsules take time 
to produce, and waiting for them can hold 
up bottling or distribution unnecessarily. 


Bottle labeling and decoration 

Once the shape and color of bottle is 
chosen and proper size corks and cap- 
sules are ordered, the bottle must be 
labeled to identify the winery, date, vari- 
etal, and meet requirements of the Bureau 
of Alcohol, Tobacco, and Firearms before 
it can be sold (allow at least a month in 
the overall timeline for approval of any 


labeling changes). 

Originally, simple paper labels were 
used exclusively. Although the cost of a 
paper label itself is relatively inexpensive 
($.03 to $.15), its application can be rela- 
tively expensive. On a bottling line, the 
paper-labeling machine can be the slow- 
est, most problematic part of the line, 
and affects productivity of the entire line. 


Pre-labeling bottles with a permanent 
label is another alternative. 

An applied color label (such as that on 
the Perrier Jouet Champagne flower 
bottle) can be fused to the bottle before 
bottling, thereby eliminating the paper 
label. In this process, glass paint is ap- 
plied through a screen and fired for per- 
manency. This is known as the screen- 
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... for ALL your bottling needs 


FILLER—GRAVITY FILL 


OR LOW VACUUM /LOW PRESSURE DE- 
SIGNS. This high performance filler allows 


for filling-speed adjustment during operation, and 
easy fill-height correction. Simple valve has mini- 


=< mum number of working parts and seals; filler 
valve disassembles quickly for inspection; and 


filling bowl is equipped with electromagnetic float 


and tight cover. 


Available in twelve to 60 valve 


models, each equipped with 
a 5:1 speed reducer, and 2g 


matic CIP. 


all with optional auto- | 


SINGLE or 
ROTARY 
CORKER 


CORKS UP TO 330 BPM, according to model select- 
ed: Available with single, four, six, eight, or 12 heads. 
Equipped with iris design jawed cork compressors that 
are quickly accessible for inspection, removal, and 
cleaning. Height and speed are easily adjustable. 


ROTARY 
FOIL 
SPINNER 


AVAILABLE IN Bs 

SEVEN MODELS 

from four to 24 heads for perfect foiling. SS 
lifting pistons with spring absorbers move up 
and down by cam. Height and speed can be 
adjusted quickly. This great spinner foils up 
to 360 BPM, depending on the number of 
heads, and on composition of foil. 


ALL STONE bottling equipment can be run in- 
dependently, or synchronized with other equip- 
ment. All have safety controls and sensors 
timed to their speed-controlled conveyor sys- 
tems so that single or joint operations flow 
smoothly and efficiently. 


REPRESENTED EXCLUSIVELY IN THE U.S.A. BY 


PROCESS ENGINEERS, INC. 
SSS a a 
(415) 782-5122 


3329 Baumberg Avenue 


Hayward, CA 94545 


16 PACKAGING 


process. Screen-decorated labels don't 
come off when packed in the case; don't 
soak off in an ice bucket; and don't streak 
when red wine drips onto them. 

When a screen-process design is applied 
to a high-end bottle, the purpose is to at- 
tract the attention of the customer and to 
show that it is a quality bottle. Bottles 
with permanent, hand-crafted labels are 
distinctive to look at, and age well along 
with fine wines. 

Bottles can be screen-decorated both 
domestically and abroad. The parent 
company of Demptos Glass, for example, 
provides innovative decoration in mul- 
tiple colors. Demptos can purchase the 
bottles in Europe and send them to the 
screen-process plant in France. 

Once the bottles arrive at the plant, 
the decorating process takes about four 
weeks. For quantities of 20,000 to 30,000 
bottles, the screen-process can cost from 
$.15 to $.65/bottle depending upon the 
number of colors and the use of metallic 
or non-metallic pigments. 

St. Francis, Pepi, and Lyeth Winerys 
have all recently developed effective, 
distinctive bottles by use of the screen- 
process. 
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Etching, or sand-carving, is another ef- 
fective, permanent means of both label- 
ing and decorating bottles. In etching, 
the label or design is carved directly into 
the glass. 


Joel Peterson, of Ravenswood Winery, 
Sonoma, CA, describes when the first 
Ravenswood bottles were etched: “When 
I first started making wine, Bill Carter 
(General Manager of Production Etching 
Services, Sonoma, CA) had pursued me 
to etch bottles. I was resistant, being 
somewhat of a traditionalist in my ap- 
proach to wine packaging. I had one small 
300-case lot, and decided to give it a try. 


“I predicted it would take six months to 
sell the 300 cases of Zinfandel, given the 
market conditions at the time. When the 
bottle was released, it sold out from the 
winery in two days, and in two weeks 
from retailers. I could have put almost 
anything in those bottles and sold it. For- 
tunately my wine was good.” 


Etching has one distinct advantage over 
other forms of permanent bottle decora- 
tion — it can be safely applied to the 
bottle after the wine is bottled. Thus et- 
ching can be used not only for initial 


labeling, but for re-labeling some or all of 
a given release. 

Kenwood Winery, Sonoma, CA, for ex- 
ample, had a 1983 Cabernet Sauvignon 
from Jack London Ranch sitting in the 
warehouse because the 1982 release (with 
a nondescript label) had not yet been 
completely sold. Bill Carter soaked the 
paper labels off some 36,000 bottles and 
etched them with the very popular ‘Wolf’ 
design. They literally jumped off the shelf. 

Etched bottles can be produced in small 
quantities for special events, small edi- 
tion reserve wines, private labels, or 
corporate markets. 

For one-of-a-kind bottles, Gaye Frisk, 
St. Helena, CA glass artist, can engrave 
and hand-paint wine bottles. Although 
not practical for everyday labeling, large, 
hand-decorated bottles can create an 
image for a winery. 

These spectacular bottles are very effec- 
tive in a tasting room, or as promotional 
gifts to distributors, wine merchants, 
restaurateurs, or others who support the 
winery in special ways. People see the 
special bottles and want to taste the wine 
that warrants such special treatment. 

Another studio encouraging visits is 


BERGIN & THOMAS, LTD. 
986 KAISER ROAD 
NAPA, CA 94558 
707-224-0111 


Bergin & Thomas has created 
executive/VIP gifts for numer- 
ous Fortune 500 companies 
and first-class resorts. We are 
now pleased to offer our 
services to wineries for the 
creation of one to hundreds of 
handcarved and painted bottles 
ranging from 750ml to 6 liter. 
We offer a high quality product 
at affordable prices for auction 
pieces, corporate programs, 


new label promotions and 


special events. We encourage 
you to visit our design studio 
to review our collection and 


discuss your specific needs 
with one of our designers. 
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that of Bergin & Thomas, Ltd. located in 
southern Napa. The firm began in 1989 
to introduce customized ‘engraved and 
painted’ wine bottles to major corpora- 
tions and resorts in the U.S. for employee/ 
VIP gift use and resale applications. 

In order to be successful in this demand- 
ing marketplace, they created a quality 
craft production environment where cus- 
tomized wine bottles could be produced 
at affordable prices, regardless of the 
quantity ordered. They have produced 
decorated bottles for companies such as 
Bank of America, Carnation and Walt 
Disney. 

Bergin & Thomas works closely with 
clients to develop a design that captures 
the spirit of the company and the event 
for which the bottles are created. The 
wine is always the choice of the client, 
based on their budget and individual 
tastes. They have supplied wines from 
Robert Mondavi, Clos du Val, Grgich 
Hills, Hanns Kornell, Chateau St. Mi- 
chelle, among others. 

The majority of bottles decorated by 
Bergin & Thomas are either 750ml or 
1.5L, but they occasionally receive re- 
quests for larger bottles. With an empha- 
sis on volume work, and a desire to make 
the product affordable, Bergin & Thomas 
has brought the costs of decorated bottles 
into a range where everyday applications 
are possible. 

What makes this studio particularly 
unique is that all of the art directors and 
production managers are long-time Napa 
Valley residents and all have had prior 
experience in decorating wine bottles, 
specifically for the wine industry. Bergin 
& Thomas offers their services to winer- 
ies for wine label adaptation, auction 
work, and private label support. 


Is it worth it? 

A recent wine column in the Press Dem- 
ocrat, Santa Rosa, CA, suggested that 
the marketing of individual wineries was 
not effective, and that wineries should 
band together to market both regional 
and local varietals. That columnist clearly 
was not at dinner with this author and 
her family recently. We ate at a new, up- 
scale restaurant in Sonoma whose bar 
had a large display of fine Sonoma wine 
bottles, placed side by side on shelves 
and visible throughout the restaurant. 

All of the bottles had traditional paper 
_ labels except one. Twice during our din- 
ner, a person from another table walked 
over to the bar to examine the etched 
Ravenswood Old Hill bottle, and ordered 
it to accompany dinner. Perhaps the wine 
bottle does speak for itself. & 
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Your customers will get more 


from your wine if 
you take more out of it. 


That's why you should take a close look at Kenite* 
diatomite filteraid. 

In every step of wine production, from crushing and pres- 
sing to fermentation to storing, aging and finishing, Kenite 
eliminates unwanted particles and residue, giving wines 
sparkling clarity. 

In addition, our technical experts have shown customers 
how a change in equipment or procedures will dramatically 
improve flow rates and clarity, while cutting filteraid costs. 

And you can count on fast, reliable delivery from our two 
plants in Grant County, Washington. 

Inorganic Specialties. 

To learn more, write: Inorganic Specialties Division, 
Witco Corporation, 520 Madison Avenue, New York, NY 
10022-4236. 

Or call 212-605-3644. 


Witeo 


Pump Systems With A Difference 


Difference: We put as 
much thought and pride into 
our pumps as the winemaker 
puts into the wine. 


Versatility: Complete line 
of centrifugal, flexible impeller, 
positive displacement, and 
double diaphragm pump 
heads. 


Reliability: All motors are 
totally enclosed fan-cooled 
with 115% service capability. 


Portability: Polished tubu- 


lar s/s carts with four polypropylene-hubbed pneumatic tires. All systems 


mounted for optimum balance. 


Controlability: Electro-mechanical, D.C. and A.C. variable-speed con- 
trols enclosed in fiberglass or s/s with watertight control devices. All con- 


trols can accept remote signals for operation. 


Carlsen & Associates 


5228 Aero Drive, Santa Rosa, CA 95403 707/576-0632 
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Moderation doesn't interfere — crcmdonarvineson Vineyards in 


= 4 San Jose, CA, does not interfere with 
with en) Ooyly1 ent good business or visitor's enjoyment. 
“Over-consumption is definitely some- 
—— thing we are concerned about and try 
By Millie Howie to control,” states Ruth Wiens, Public 
Relations and Culinary Consultant to 
Mirassou Vineyards, “without spoiling 
anyone’s enjoyment of the dinners we 
present at the winery.” Many of the 
precautions taken at Mirassou are dic- 
tated by common sense. 

During a ‘Candlelight Dinner’, six 
wines are poured, beginning with a 
glass of champagne (five-ounce pour) 
and hors d'oeuvres. Every wine is served 
with food. No wine accompanies the 
salad course, served after the entree. A 
very small pour of wine accompanies 
the cheese and fruit course, which pro- 
ceeds the dessert. Perhaps even more 
important is that the dinner lasts for 
about four hours, on the average. 

“We calculate the exact pour for the 
wines,” says Wiens, “and evaluate the 
diner’s response. We take into account 
how far into the dinner we are, and we 
do not pour extra unless asked. 


Schymanski 


PO. BOX 5060 MACHINES & EQUIPMENT 
NAPA, CA 94581 FOR THE BEVERAGE INDUSTRY 
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“We seem to attract a very genteel 
crowd. Once in a while, we get some- 
one who over-indulges, but very, very 
rarely. When someone we feel is ap- 
proaching his/her limit asks for more, 
we will oblige, but with a short pour. 
Or we will say, ‘I'd be happy to pour 
you some more wine, but the next 
course is about to be served, so per- 
haps you'd prefer to wait! 

“We also keep the servers out of the 
room until the next course is served. If 
they are not there, they can’t pour more 
wine.” 

Wiens also insists that there always be 
water on the table, and that the water 
glasses be kept filled. “If the diner is 
thirsty, he/she will drink the water,’ 
she remarks. 

In addition, a member of management 
is always present at the dinners, to 
monitor the pour and to back up the 
wait-staff, should any problem arise. 
Wait-staff training includes the basics 
of identifying the problem drinker, and 
a variety of subtle, non-critical methods 
of handling the situation and keeping 
it under control. 

“We have changed the shape of the 


WHY INNERSTAVE? 


money 


wine glass we use,” continues Wiens. 
“Previously, we used a 14-0z chimney- 
shaped glass, which is wonderful for 
tasting, but is deceptive in a dining 
situation. It has a flat, broad bottom, 
and when you pour four ounces, it 
doesn't look like much. Now we use a 
more tulip-shaped glass, with the same 
capacity, but the perception is that it is 
a more generous pour.” 

Whatever practices of moderation are 
used, they have to be very subtle. It is 
obvious that, when guests pay $68 each 
for a dinner at a winery, they want to 
be sure they are getting their money’s 
worth. Guests don’t usually stop to 
realize that a dinner in a restaurant 
with six wines would probably bring a 
tab double the $68. “It is still a tremen- 
dous bargain,” comments Wiens. 

Guests are encouraged to extend their 
dinner into an overnight stay, with 
‘The Grape Escape Package’, which 
combines the meal with lodging at a 
local hotel. A shuttle bus transports 
the guests to the winery and returns 
them to the hotel after dinner. 

The winery staff also has observed 
that people are becoming more aware 


of the amount of wine they consume, 
and many groups appoint a designated 
driver, who drinks very little or not at 
all. 

This emphasis on moderation is also 
apparent in private and corporate 
lunches and dinners held at Mirassou 
Winery. Many specifically limit the 
menu to one wine or to limited service 
of two or three. Mineral water is always 
available at winery-hosted events. 

The proof that policies of moderation 
do not interfere with the enjoyment of 
the occasion is demonstrated, reports 
Wiens, by the fact that every ‘Candle- 
light Dinner’ is sold out within days of 
the announcement of the dates, and 
rarely does anyone cancel! Hg 
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= Some wineries install INNERSTAVE" to 
re-new barrel flavors 
= Others install INNERSTAVE"” to re-juvenate 
flavorless tanks 
= Every winery using INNERSTAVE" is saving 


If you’re interested in improving oak flavors in 
your wine and saving 75% of the cost of barrels, 
call INNERSTAVE” (707) 996-8781 
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Winemaker's 


checklist 


by Eli Shulman 


Before the pilot of a commercial airliner 
takes off, he goes through a checklist of 
all the procedures necessary to put the 
plane in the air. Even though he is fa- 
miliar with the plane, has taken off and 
landed many times, there is always the 
chance that some vital step may be over- 
looked if there isn’t an actual check-off of 
what to do and when to do it. 
Winemaking is similar in that one step 
follows the next — many in a chronologi- 
cal order. There should be a checklist 
that starts long before the fruit is har- 
vested. If such a list can be assembled in 
a quiet atmosphere before the rush of the 


intek 


crush and fermentation, the more likely 
nothing will be overlooked. It goes with- 
out saying that comprehensive records 
should be kept as each procedure is 
accomplished. 


Prevention is easier than cure 

Following are some of the key points 
that should be on every winemaker’s list. 
Many of the items are preventative, since 
it is easier to prevent than cure all the 
defects that can afflict wine. 

If the winemaker receives healthy grapes, 
in good condition, and plans to crush 
immediately, it would be OK to not add 
a sulfur dioxide solution. However, many 
amateur winemakers experience a delay 
of several hours to several days between 


picking and crush. 

Many times, especially in hot weather, 
grapes, that are damaged, have started to 
ooze juice which may already be ferment- 
ing. In this situation, it is advisable to 
spray the grapes with a solution of 50 to 
75ppm potassium metabisulfite. 

Sulfiting grapes before crushing, in- 
hibits extraneous wild yeasts on the skins 
from monopolizing the fermentation, 
thus permitting the winemaker to pre- 
select either a pure yeast culture or one 
with several different strains. 

SO, also eliminates harmful bacteria 
found on the skins, particularly on very 
ripe fruit. These organisms are respon- 
sible for off-odors in wine and the pro- 
duction of vinegar. 

It is important to adjust the rollers on 
the destemmer-crusher tight enough to 
crush the grapes without breaking the 
seeds. The oil released from crushed 
seeds imparts a bitter taste to the grape 
juice. 

A difference of opinion exists among 
winemakers as to how long the juice 
should have skin contact when making 
white wine. Some prefer to remove the 
skins immediately. Others will keep the 
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ACTIVE DRY YEAST FOR 1990 VINTAGE 


From ETS Laboratories, St. Helena, California 
e BURGUNDY 


The Australian Wine Research Institute culture collection 


e FRENCH RED 


e 796 


e T306 


e Champagne Strains from France 


Simi Winery isolate, California 


e FRENCH WHITE 
Tyrrells Vineyards isolates (Hunter Valley, Australia) 


e New Strains for 1990 vintage not previously available in Active Dried Form 


e 


e CUSTOMIZED YEAST 


Client’s own cultures maintained and dried under strict security in quantities as small as 50 kilograms. 


e NUTRIFERM — Yeast Nutrient 


A mixture of pure vitamins free from amino acids or inorganic nitrogen. 


e MALOSTART — MLF Nutrient 


A complex mixture of tomato juice solids, peptonized milk and yeast extract to stimulate growth of 
Leuconostoc oenos. 
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juice in skin contact for several hours to 
several days before pressing to extract in- 
creased varietal flavor. Some adjust skin 
contact time, depending on the grape 
variety. For example, Vidal would be 
given longer skin contact that Gewurz- 
traminer, since the latter is more 
flavor-intense. 

If extended skin contact of the juice is 
contemplated, it should be done at low 
temperature in order to minimize the ex- 
traction of bitter and astringent tannins 
from the skins. Failure to take this pre- 
caution will result in a wine that may 
take years, if ever, to become smooth and 
drinkable. 

When pressing the grapes, a reasonable 
yield would be 8.5 gallons per 100 pounds. 
It may be possible to break down the 
pressed skins and repress to recover 
even more juice, but these hard press- 
ings impart an undesirable bitterness. 
I've always felt that if you want more 
wine, obtain more grapes. 


Correct sugar/acid balance 
before fermentation 

Often, grapes come in with their sugar, 
acid and pH either too high or too low. 
These aberrations should be corrected 
before fermentation is started. It is easier 
to track the progress of the fermentation 
and end up with a healthier wine if the 
starting juice is in proper balance. 

Minute amounts of pectic enzyme (fol- 
low manufacturer’s instructions for pre- 
cise amount) will prevent the pectin haze 
which sometimes occurs in wine. Further, 
the enzyme breaks down the pulp of 
grapes, freeing more juice for increased 
overall yield with no loss of quality. Pec- 
tic enzyme should be added to the must 
as soon as the grapes are crushed. 


Inoculation with wine yeast 

Many yeast strains in use today need to 
be prepared a few days before inocula- 
tion in the wine must. By following the 
yeast manufacturer's instructions, the 
desired pure strain can be multiplied 
and expanded so that active fermenta- 
tion of the must will begin almost imme- 
diately after being added to the must. 

One yeast has recently been developed 
which allows inoculation of the dry yeast 
on the must surface directly without going 
through the starter stage, under certain 
conditions noted by the yeast supplier. 
In fact, yeasts have been developed, af- 
fectionately called ‘killer yeasts’, which 
will even destroy any lingering extraneous 
‘wild’ yeasts. 

Great strides have been made in recent 
years in the development of new and 


better active-dry wine yeasts. Examples 
of these new yeasts are Lallemand K1- 
V1116, EC1112 (‘Prise de Mousse’), and 
Fermivin. 


It seems to be a common fault among 
amateur winemakers not to anticipate 
their yeast needs in advance. Failure to 
think ahead in ordering fresh yeast re- 
duces their flexibility and limits their op- 
tions to borrowing from friends or being 
behind schedule in producing a satisfac- 
tory starter. It’s risky to fall back on last 
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year's yeast. Many yeasts have a limited 
shelf-life and may be ineffective one year 
later. 


Malolactic fermentation 

There are times when a winemaker 
deems it desirable to have the wine go 
through malolactic (ML) fermentation. 
Cool wine regions generally produce 
grapes high in acidity where the malic 
acid is in a high proportion to the other 
grape acids. There are certain bacteria 
that convert malic (a diacid) to lactic (a 
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monoacid) thus halving the acid due to 
malic acid. 

This bacterial fermentation follows the 
primary fermentation of the sugars by 
the wine yeast. ML fermentation reduces 
wine tartness and adds complexity, but it 
reduces fruitiness in some instances. It 
may also improve flavor in some wines. 


The winemaker must choose the style 
of wine desired and use ML fermenta- 
tion as a possible tool if it will help to 
produce the desired result. 

If a ML fermentation is desired, a pure 
culture of the selected bacteria should be 
started in grape juice that has been di- 
luted 50% with water about three days 
before it is needed. It is convenient to 
start the ML starter when the grapes are 
received so that it can be added to the 
fermenting must when the Brix is 10°. 
By planning and coordinating the inocu- 
lation, it is possible to have both primary 
and malolactic fermentation essentially 
completed, simultaneously. 

One 5-gram packet of freeze-dried malo- 
lactic culture can be started 48 to 60 hours 
before needed and could conceivably be 
expanded sufficiently to inoculate 500 to 
2,000 gallons of must. Expansion of the 
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ML starter is done by adding more di- 
luted juice to the original as the fermen- 
tation becomes active. ML starters are 
also available as active liquid cultures. 


Fermentation is critical step 

When making red wine, the skins rise 
to forma ‘cap’ during fermentation. It is 
important to punch down this cap and 
keep it submerged so that the color, tan- 
nin and other components of the skins 
can be extracted. Small batches can be 
punched down by hand, three or four 
times/ day. 

Commercially, the juice can be drawn 
out of the bottom of the fermenter and 
pumped over the cap. Failure to keep the 
cap properly submerged may result in 
vinegar and other spoilage and a decrease 
in color and flavor extraction. 

Temperature control is also vital during 
active fermentation. Optimum tempera- 
ture for fermenting red grapes to achieve 
maximum desirable extraction is between 
80°F and 85°F. Temperatures above 90°F 
begin to weaken and kill the yeast. Tem- 
peratures between 60°F and 70°F pre- 
serve more fruit and produce a simpler, 
Beaujolais-style wine. 

White wine fermentation temperatures 


should be between 45°F and 55°F, (Some- 
times even lower.) Cooler fermentation 
temperature causes a slower rate of fer- 
mentation yielding wines with a fresh, 
fruity flavor. 

Higher temperatures, within the normal 
range, increase color extraction and hasten 
fermentation while not proportionately 
increasing tannin extraction. By closely 
monitoring fermenting temperature, the 
winemaker is able to extract the desirable 
components from the grapes. 

The amateur winemaker, working with 
small batches, can cool an active fermen- 
tation, if necessary, with something as 
simple as floating sealed bags of ice cubes 
in the must. Heating up a fermentation, 
on the other hand, can be accomplished 
by adding sealed gallon jugs of hot water. 
Some ingenious winemakers even wrap 
the fermenting vessel in heating blankets, 
especially to finish malolactic fermen- 
tation. 


When to press 

One of the big questions that arises 
during red wine fermentation is how 
long the juice should be in contact with 
the skins. Most color extraction occurs 
early, while tannin continues to be re- 
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moved from the skins (into the wine) 
until pressing. In a warm season, ripe 
grapes require less skin contact while 
grapes from a cool season may need 
more time before pressing. 

Two to three weeks of skin contact can 
produce a wine that may take years to 
smooth out and be drinkable. Two to 
seven days will usually produce a plea- 
sant wine. Many winemakers press when 
the cap drops indicating that most of the 
fermentation is completed and the Brix is 
negative one (-1° Brix). In some cases, 
this is too long. Do this by taste for your 
own Style. 

Smell the cap twice/day during extended 
maceration to be sure there is no volatile 
acid and stop the pumpover when you 
don't observe a blast of COs . 

When pressing red grapes, the wine- 
maker has several options: 

1) The free run, or unpressed juice, 
can be kept separate from the pressed 
juice. 

2) The first pressing can be kept light, 
allowing for the skins to be turned over 
and repressed. 

3) The first and second pressing can be 
either blended with each other or with 
the free run. 

4) The first pressing can be left light so 
that a false wine can be made with the 
skins. 

A false wine, or sugar-wine as it is some- 
times called, is made by throwing the 
pressed pomace back into the fermenter 
and adding a sugar solution equal in 
quantity to the amount of wine pressed 
off originally. (1.7lbs of sugar/gal of water.) 
Add tartaric acid at 6 grams/gal of water 
used. 

Since the pomace is full of yeast, when 
the sugar solution is added, a violent 
fermentation is under way within hours. 
This second wine is then treated exactly 
as the primary wine. 

The resulting wine is lighter in body 
and color than the primary wine and 
falls clear very quickly and can be con- 
sumed within a few months. It’s not the 
real thing, but it stretches a meager wine 
supply with a tolerable substitute. 

A word of caution — do not try to ex- 
tract every possible drop of juice from 
the skins. Crushed seeds impart an un- 
desirable bitterness to the wine. (As the 
old Italians say, ‘Leave a drop in the 
press for the vineyard and a drop in the 
bottle for the winemaker.”) 

If a ML fermentation had been working 
simultaneously with the primary fermen- 
tation, the first test of its progress should 
be done after pressing. This test is done 
with a chromatography kit, which can be 
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purchased at many winemaking supply 
shops. 

If the conversion of malic to lactic acid is 
completed, 50ppm of potassium metabi- 
sulfite can be added to the new wine. It 
should be racked (siphoned) into clean 
containers, such as glass carboys with 
air-locks. Be sure to keep the air-locks 
full of water or they are useless. 


Racking 

The first racking should take place as 
soon as the wine falls clear of the gross 
sediment or lees. Addition of bentonite 
at this time will further hasten clarifica- 
tion of the wine. However, bentonite is 
preferable only for white wine. If used 
on red wine, it will probably strip some 
of the color, flavor and body. 

A good fining agent for clearing small 
lots of red wine is unflavored gelatin that 
is available in any food store. Gelatin 
combines with tannin and precipitates 
out, leaving a clear wine in two to three 
weeks. 

Each wine may require a different 
amount of gelatin. Usually two grams of 
gelatin dissolved in 100 ml of hot water 
and mixed until the solution is clear will 
be a safe dosage for five gallons of wine. 


Be sure to mix the gelatin solution thor- 
oughly into the wine. 

New wines should fall clear by late No- 
vember or early December and be ready 
for cold stabilization. Chilling the wines 
to near freezing for a few weeks will 
cause the excess tartrates to precipitate 
out of the wine and result in a smoother 
wine which will not form crystals on 
corks from many years of storage. An 
extra refrigerator in the garage is invalu- 
able for this. 

Following cold stabilization, the wine is 
now ready for a racking to eliminate the 
cream of tartar; besides creating a more 
palatable wine, this procedure precludes 
having this ‘gravel’, as it is called, form in 
the bottle after bottling. The wine drinker 
today expects a clean wine with no sedi- 
ment. 


To barrel age or not 

If you are making a young, fresh fruity 
style wine to be consumed as soon as 
possible, then barrel ageing should not 
be in your winemaking program. This 
style of wine production is for most white 
wines and reds such as Beaujolais that 
are pleasant and uncomplicated. 

Barrel ageing is a necessity for most big 
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red wines. Six months to four years will 
literally tame these monster reds. The 
duration of barrel ageing depends on the 
grape variety, flavor intensity, amount of 
tannin, age of the barrel (the newer the 
barrel, the less time the wine can spend 
in oak) and how it tastes to the winemaker. 

If you plan to barrel age your wine, it is 
a good idea to make a few more gallons 
than the capacity of the barrel and bottle 
the excess when the wine goes into the 
barrel. This permits you to top the wine 
each week or two with the same wine as 


in the barrel. 

The slow oxidation through the wood 
in the barrel reduces the sharpness found 
in young wines. Hence, barrel-aged 
wines, besides picking up oak flavor, 
become smoother, more complex and 
generally more flavorful. 

A common fault typical of many ama- 
teur winemakers is that they don’t make 
enough wine to fill a barrel or enough for 
their own needs. They then feel com- 
pelled to drink what they've made before 
it’s ready. The result is that many never 
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LABORATORIES 


ANALYTICAL SERVICES TO THE ALCOHOLIC BEVERAGE INDUSTRY 


ETS Laboratories provide a complete spectrum of analytical 
services to the wine, distilled spirits, and brewing industries. We are 
committted to assist our clents with a level of expertise, reliability, 
technical capability, and objectivity unmatched among independent 


/aboratones serving the alcoholic beverage industries. 


ETS Laboratories « 1204 Church Street: St. Helena, CA 94574 Ti elephone 707-963-4806 Telex 6502699293MCI FAX 707-963-1054 


Napa, CA 94558 


(707) 252-0312 
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know how good their wines would have 
been if they were properly aged. 6 


Dr. Eli Shulman practices dentistry in Baltimore, 
MD. He has been an amateur winemaker since 1951. 
Most of the grapes he buys are air-freighted from the 
Napa Valley. He has won ‘Best of Show’ three times at 
the National judging of the American Wine Society 
and twice at the Maryland State Farr. 


A 24-minute videotape titled ‘‘A Lesson in Home 
Winemaking’ is available by writing to 203 Research 
Services Building, Ohio State University, OARDC, 
1680 Madison Ave., Wooster, OH 44691-4096. Cost 
is $25, including postage. Make check payable to Ohio 
State University. 


CAN WORDS MAKE 
A DIFFERENCE? 


They do when you call WORD OF MOUTH, INC. 


(707) 431-8131 
507 Jachetta Court + Healdsburg. CA 95448 


The words that tasting room personnel use in their 
presentations have profound meaning in terms of 


sales at the winery and brand awareness in the store 
or restaurant. 


e We have training words to increase 
selling skills. 

e We have wine production and information 
words that will give your winery its 
place in the California sun. 

® We have picture words for sure-sell wine 
descriptors. 
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THE WINE PROFESSIONALS’ BOOK SOURCE 


USE THE BOOK ORDER FORM ON THE POSTAGE-PAID ENVELOPE IN THIS ISSUE. 
e Your wine book needs promptly shipped from one source, telephone orders accepted, mastercard and Visa. SATISFACTION 


GUARANTEED! 


e PLUS, FREE BOOKS! We will include a bonus book of our choice FREE for every three books you order. Buy 9 books, get 3 
Bonus books, buy 12 and get 4, etc. 


Techniques for Accurate 
Chemical Analysis of Grape 
Juice and Wine 


by 
PATRICK ILAND 


Anatomy of the Wine Trade 

Simon Loftus 

Amusing, enlightening insights from 
grape to the glass. 


179pp—$15.95 Order #6504 


Beaujolais: The Complete Guide 
G.Jacquemont, PMereaud 

History of the vineyards, cellars and 
chateaux. 


190pp—$29.95 Order #981 


Benefits of Moderate Drinking 
Alcohol, Health & Society 

Gene Ford 

Evidence in medical science, soci- 
ology and anthropology that alcoholic 
beverages are important to our daily 
functioning. 


320pp—$14.95 Order #6509 


Burgundy, The Country, 

The Wines, The People 

Eunice Fried 

In-depth travelogue gives a real feeling 
for the people of Burgundy and their 
traditions. 


205pp—$17.95 Order #950 


Cognac Nicholas Faith 
The gradual development of Cognac 
from its beginning into the center of a 
world-wide trade. 


177pp—$30.00 Order #982 


Commercial Winemaking, 
Processing & Controls 

Richard P. Vine 

Practical methods/technical data for 
operating a small winery. 


400pp—$37.95 Order #712 


Commonsense Book of Wine 
Leon Adams 

4th edition on fundamentals of wine 
and its enjoyment. 


260pp—$7.95 Order #507 


Viticulture 


VOLUME 1 RESOURCES IN AUSTRALIA 


General Viticulture 
A.J. Winkler, Cook, Kliewer, Lider 

The definitive book on grapegrowing 
from U.C. Davis. 
780pp—$37.50 


Order #549 


GRAPE GROWING 

R. Weaver 

Popular growers’ handbook oriented 
to the western United States. Hard- 
bound. Illustrated. 


371pp—$32.50 Order #659 


Great Wine Puzzle Book 

Over 100 challenging cross-word, fill- 
in puzzles on winegrowing. 

$9.95 Order #975 


A History of Wine in America 
Thomas Pinney 

History on nearly every section of the 
United States from the beginnings to 
Prohibition. 


553pp—$45.00 Order #6571 


Knowing and Making Wine 

Emile Peynaud 

Complete survey of winemaking tech- 
niques, wine appreciation and scien- 
tific developments. How to apply re- 
sults of enological research to everday 
practices and solving winemaking 
problems. 


391 pp—$39.95 Order #898 


Lexiwine Paul Cadiau 
English/French wine dictionary con- 
tains over 3,500 words and phrases in 
grapegrowing and winemaking. 

$9.45 Order #WD-PC 


Making Sense of Wine 

Alan Young 

A disciplined approach to improving 
wine-tasting skills with scientifically- 
sound sensory physiology and prac- 
tical exercises for the serious amateur 
or wine professional. 


167pp—$19.95 Order #979 


Wine Dictionary 


from the world of wine 
compiled by 
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Methods of Must/Wine Analysis 
M.A. Amerine, C.S. Ough 
Techniques and data necessary for 
winemaking. 


341 pp—$78.95 Order #732 


Modern Winemaking 

Phillip Jackisch 

A clear step-by-step guide to wine pro- 
duction to maximize quality. 
280pp—$25.00 Order #907 


Production Wine Analysis 

B. Zoecklein, K. Fugelsang, B. Gump, 
F. Nury, Fresno State Univ. 
Practical state-of-the-art guide de- 
scribes winemaking considerations 
and analyses in a production labora- 
tory, remedial techniques including 
theory and general principles. 
550pp—$59.95 Order #PWV-PWA 
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REFRIGERATION for Winemakers 
R. White, B. Adamson, B. Rankine 
Includes enological requirements and 
technical application of refrigeration 
equipment to achieve winemaking 
goals, maintenance and troubleshoot- 
ing. 
96pp—$25.00 Order #PWV-RfW 
Table Wines, The 

Technology of Their Production 
M.A. Amerine, M.A. Joslyn 

The professional winemaker’s text. 
879pp—$40.00 Order #509 


The Taste of Wine 

Emile Peynaud 

All aspects of evaluating wine: physi- 
ology, tasting techniques, quality con- 
trol, problems and perceptual errors. 
258pp—$29.95 Order #940 


Techniques for Accurate Chemical 
Analysis of Grape Juice & Wine 
Patrick lland 
A step-by-step, ‘how to’ book covering 
many analyses including helpful hints 
and diagrams of apparatus. 

$37.50 Order #PW-PI 
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Through the Grapevine, 

The Business of Wine in America 
J.Stuller, G.Martin 

Traces the roots of the dilemma of 
American winegrowers, documents 
their greed, and analyzes possible 
long-term solutions. 
351pp—$19.95 Order #PW-TG 
Vines, Grapes & Wines 

Jancis Robinson 

Evaluation of all major wine producing 
areas of the world including grape 
varieties, climate, soil and viticultural 
practices. 
280pp—$29.95 Order #960 
VITICULTURE, Vol. ! 

Resources in Australia 

B.G. Coombe, P.R. Dry 

Up-to-date information from leading 
researchers on soils, vineyard site, 
climate and the vine: taxonomy, phe- 
nology, varieties, rootstocks. 
211pp—$35.00 Order #AIP-VIT-I 


Wine Atlas of France 

Hugh Johnson, Hubrecht Duijker 
Very good traveller’s guide and collec- 
tion of maps to vineyards. 
280pp—$35.00 Order #997 


A Wine Grower’s Guide 

Philip Wagner 

Revised edition for the amateur viti- 
culturist; hardbound. 


225pp—$14.95 Order #546 


Winemaking in California 

R-Teiser, C.Harroun 

Comprehensive and well-researched 
history of wine in California. 
239pp—$24.95 Order #759 


Winegrowing in Eastern America 
Lucy Morton 

Comprehensive look at grapegrowing 
of hybrids and vinifera in eastern U.S. 
217pp—$24.95 Order #923 


Yquem Richard Olney 
History, soil, climate, vinification of 
Chateau Yquem plus food suggestions. 
165pp—$45.00 Order #961 


26 BUYER’S GUIDE 


PRACTICAL WINERY & VINEYARD 


What's NEW in bottling equipment? 


& 
Associated Winery Systems, Inc. 
Prospero Equipment, Corp. 

A new pressure-sensitive labeler is avail- 
able. Several versions are available which 
can apply front, back, and neck labels 
with electronic orientation of the back 
label for perfect alignment. Variable speed 
controls allow labeling from 12 to 36 
BPM with the smallest machine. 

Accessories include: automatic foil dis- 
tributor; single-head GAI foil spinner; 
front, back, and neck label, and built-in 
power drive and collection table, all ina 
single monobloc configuration. All of the 
above is available for under $30,000. 

The labeler completes a space-saving 
and efficient bottling line coupled with a 
GAI 12-spout filler/corker monoblock in 
about 12 linear feet of floor space, pro- 
ducing 1,200 cases/ day. 


mA 
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GAI has introduced a new, patented 
gravity filler spout. GAI fillers feature a 
cam-operated pedestal that allows the 
bottle to rise to the spout, seal the bottle 
neck from the outside and partially open 
the spout to pre-evacuate the bottle be- 
fore filling begins. This provides full un- 
inhibited flow for high production speeds 
with gentle flows. A minimum of foam- 
ing, elimination of low fills, and dripless 
spouts are the advantages. The filler 
spout consists of five main components 
and can be disassembled in less than a 
minute without tools. 

For more information, contact: Associated 
Winery Systems, Inc., 7714 Bell Rd., 
Windsor, CA 95492; phone: 707/838-2812; 
fax: 707/838-3164; OR 31960 Charbonneau 
Dr.#105, Wilsonville, OR 97070; phone 
503/694-5252; fax: 503/694-5056; OR Pros- 
pero Equipment Corp., 134 Marble Ave., 
Pleasantville, NY 10570; phone: 914/ 
769-6252; fax: 914/769-6786. 


& 

ENOTECH Corporation 

A complete line of still wine and sparkl- 
ing wine capsuling equipment is avail- 
able, including capsule spinners and 
capsule applicators. The photo shows a 
150 BPM 12-head monobloc Applicator/ 
Spinner. The monobloc combines appli- 
cator and spinner into one compact, 
floorspace- and conveyor-saving unit 
with the additional advantage of syn- 
chronization by means of a common 
bottle infeed timing screw. 


Capsule separation and application onto 
bottles is pneumatic/mechanical, without 
head perforation needles. The machine 
has automatic, accumulation-related in- 
feed speed adjustment: when bottle in- 
feed is intermittent, the timing screw 
automatically slows down to a pre-set 
minimum speed to minimize danger of 
bottles being knocked down. Speed ad- 
justment is made with a programmable, 
solid-state Allen-Bradley frequency con- 
verter. 

The spinner is equipped with a full- 
wrap rear counter rail for maximum 
bottle control. Other features include: 
photo-electric downstream bottle back- 
up detection, with automatic machine 
stop and re-start; and missing cork de- 
tector for automatic capsule omission. 

ENOTECH also supplies sparkling wine 
disgorging equipment including corker/ 
wirehooders, bottle washers, and cap- 
sule pleaters with/without automatic 
capsule application and photo-electric 
capsule orientation. 

For more information, contact: ENOTECH 
Corporation, PO Box 576, Palo Alto, CA 
94302; phone: 415/851-2040; fax: 415/ 
851-2034. 

Please see our ad on page 39. 


& 
fp Packaging 

The new 500 series of crowners from 
Bertolaso (8 to 12 heads) for methode 
champenoise producers are available 
from fp Packaging. These machines will 
handle both 26-mm and 29-mm crowns, 
after easy replacement of the crowning 
heads and feed chute. 

A high-speed attachment for automatic 
distribution and insertion of bidule caps 
before crowning is available. The attach- 
ment will not affect the crowner speed. 

Standard features of the biduler include 
silent operation, graduated insertion and 
adjustable insertion pressure. The new 
biduler/crowner does not take up any 
more space than the crowner alone. Other 
options such as the ‘no bidule — no crown’ 
feature and automatic ejection of con- 
tainers without crowns can be added. 

The new RILEVA production data acqui- 
sition and control system manufactured 
by Logics & Controls is available from fp 
Packaging. This system is well-suited to 
wineries with high-speed bottling lines. 
Data stored is available even when the 
line is producing current information. 
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It is possible to make product aata 
changes either from the office computer 
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or mini-terminals placed along the line. 
The status of the line is monitored in 
real-time, making it possible to see events 
as they are taking place, on the monitor. 
Problems can be addressed swiftly. 

For more information, contact: fp Packag- 
ing, Inc., 510 Myrtle Ave., Ste. 209, So. 
San Francisco, CA 94080; Phone: 415/ 
742-5400; Fax: 415/871-5950 OR Budde & 
Westermann, PO Box 177, Montclair, NJ 
07042; Phone: 201/744-5363; Fax: 201/ 
744-9183. 


& 
Jagla Machinery Co. 

Foil spinners with all stainless steel clad 
construction are available with three or 
four or five heads. With minor changes 
in gearing, heads can be added for a ca- 
pacity of six or eight or ten heads. With 
change-out parts, a unit can be modified 
to other capacities. 

Jagla’s product line of bottling equip- 
ment includes: container dump tables, un- 
scramblers, an orbital-design air cleaner/ 
purger, bottle conveyor and systems, re- 
ject and accumulation tables, bottle spot- 
ters, and label roll-down stations. 
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Benchgraft 
Planting System 


eEconomical 

eLabor efficient 

e Biodegradable 
elndividual square 
container maximizes 
root system development 
eOptimize greenhouse 
space with open-end 
square design 

e Optional 4’ or 6" high 
tray system available 

e Zippy” - high speed 
set-up machine 
eProtective vine wraps 


ONARCH 


ANUFACTURING, INC. 


- Since 1969- 
13154 CR 140 e Salida, Colo. 81201 
Fax 719-539-3900 Phone 719-539-3335 


Jagla manufactures specialty items such 
as filling valves, filler sanitizing systems, 
new container handling change parts, 
and feedscrews for almost any machine. 

Engineering of complete systems, indi- 
vidual specialty machines, production 
line layouts and designs are all part of 
the services offered by Jagla Machinery 
Co. The custom rebuilding services take 
‘experienced’ equipment and refurbish 


Methode Champenoise 
Services, Inc. 


offers a: 
MOBILE SPARKLING WINE 
BOTTLING LINE 
e TIRAGE - 60 bottles/minute. 
e RIDDLING - at your winery or ata 
bonded warehouse. 


e DISGORGING - at your winery or 
at a bonded 
warehouse. 

e LABELING - Front, Back and Neck. 

PLUS 


e SUPPLIER - Bottles, Corks, 
Muselet, etc. 


Methode Champenoise 
Services, Inc. 
PO. Box 1247 
Occidental, CA 95465 
(707) 874-1817 
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or rebuild it, to meet today’s standards 
and requirements often at considerable 
cost savings to the end user. 

The Jagla Enterprises subsidiary is a ma- 
chinery brokerage for used bottling and 
production equipment. If you want to sell, 
consign, or buy any production equip- 
ment, contact Lee Jagla for assistance. 

For more information, contact: Jagla Ma- 
chinery Co., 26 Woodland Ave., San 
Rafael, CA 94901; phone: 415/457-7672. 
Please see our ad on page 12. 


& 
MAG USA Schymanski 

The new MAG bottling block includes a 
stainless steel frame and welded con- 
struction. The MAG-patented filling valves 
hook-up to the filler bowl with a snap-on 
lock. There are no gaskets or seals in the 
wine-flow area. 

The valves can be disassembled within 
seconds, without using any tools. A fine 
tuning device helps set the fill height. 
There is a motor-driven inlet valve and a 
butterfly valve, activated by float control, 
which opens/closes the inlet pipe. 

There is a lock-in fixed position for 
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© Grape Harvesters 


ype 2720 Self Propelled 
a ib s a. e 

cA A i 
Jd 


e Harvesting e Spraying 
e Hedging e Planting 
® Hilling up e Breaking Down 


¢ New harvesting system 


Also available: 
Type 524 Pulled Model 


For more information call: 
California H&G Equipment 
(707) 795-5113 (Napa) 
(707) 252-6126 (Cotati) 
East coast (703) 825-5700 


EURO-MACHINES 


vineyard and winery equipment 
P.O. Box 843 
Culpeper, VA 22701 
Phone (703) 825-5700 
Fax (703) 825-5789 
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sterilization, and no hooks or clamps. 
The variable speed capacity is between 
10 and 300 bpm. The monoblock can have 
one or two sealers, 1.e., a corker and a 
capper. 

Additional features include: motor- 
driven height adjustment and automatic 
speed control. The output will be regu- 
lated automatically, depending on the 
number of bottles coming on the conveyor. 

For more information, contact: MAG USA, 
PO Box 5060, Napa, CA 94581; phone: 
707/253-0672; fax: 707/253-8083. 


Please see our ad on page 18. 


& 
McBrady Engineering, Inc. 

In this photo is the new model#220 OR- 
BIT Bottle Cleaner/Gas Injector for air 
rinsing and nitrogen or carbon dioxide 
flushing. This 44-pocket, patented, stain- 
less steel flushing machine can be installed 
over an existing conveyor requiring only 
54-inches of line space, yet providing an 
effective output of up to 280 bpm. 

The model#220 features a duplex rotor 


design with two bottles per rotor pocket 
thus offering twice the cleaning and gas 
flushing capacity. 

There are four models with operating 
speeds of up to: #60, 75 bpm; #100, 90 
bpm; #200, 140 bpm; #220, 280 bpm. 

The ORBIT Cleaner/Gas Injector fea- 
tures: sterilized air filtration; rental change 
parts for 375ml and 1.5ml bottles for 
models #60, #100, and #200; and optional 
combination water rinsers/gas injectors. 

For more information, contact: McBrady 
Engineering, Inc., PO Box 204, E.Hazel 
Crest, IL 60429; Phone: 708/798-6565; 
Fax: 708/798-6595. 


& 
New Jersey Machine Inc. 

The MUSTANG-FB, a new, improved 
version of NJM’s MUSTANG labeler, is 
an economical, flexible, and simple an- 
swer to multiple labeling for wineries. 

The MUSTANG -FB provides fully auto- 
matic spot, wrap, or front + back label- 
ing with one machine in a single pass. 
The new FB model handles a variety of 


Hot Melt/Cold Glue 
Automatic Labelers 


e For cut labels on 
glass/plastic bottles 


e Automatic in-line 
stainless-steel machine 


¢ No change parts required 
e Spot or wrap-around 


labels 


e From 35 up to 100 BPM 


Selenia 


Semi-Automatic Labeler 


e Easy operation & 
maintenance 


e Adjustable for all 
cylindrical bottles 


e Up to 15 BPM 


e Simple clean-up cold 
glue system 


TECNIPAC, INC. 
1060 Colorado Ave., Unit A 
Chula Vista, CA 92011 

Tel: (619) 427-2381 

Fax: (619) 427-1946 

Telex: 4990369 tecnipac sd 
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label sizes and shapes with no change 
part tooling required. Simple adjustments 
and changeover with quick clean-up, 
make the new FB model a cost-effective 
solution for intermittent production. 

With line speeds of up to 120 BPM, the 
MUSTANG-FB applies a thin, even coat 
of glue to the label, eliminating squeeze- 
out and economizing on glue. The ma- 
chine operates equally well with a wide 
variety of glues and vitually any label 
stock. 

Compact and easily moved, the MUS- 
TANG-FB measures under 9-feet long 
and less than 3-feet wide. The machine 
has a long-lasting stainless steel glue roll, 
long life bearings, gear trains that run in 
oil and a full stainless steel exterior. An 
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air-operated glue pump, variable speed 
control, and a no-container/no-label in- 
dex are additional features. 

Three standard feed screw sizes accomo- 
date the full container size range. Op- 
tional custom fit screws can be supplied 
for virtually any shape container or single 
purpose application. 

For more information, contact: New Jersey 
Machine, Inc., 6 Commerce Rd., Fair- 
field NJ 07006; phone: 800/432-2990. 
Please see our ad on page 6. 


& 
Process Engineers, Inc. 

A unique, automatic, self-contained 
clean-in-place (CIP) system is available 
with Stone filling equipment. This CIP 
system overcomes the problem of fitting 
dummy bottles to the valves, or collec- 
tion rings under the valves. 

This design allows the operator to move 
the filler bowl and valves into cleaning 
position in 30 seconds. The cleaning se- 
quence is: 

1) All bottle pedestals are positioned at 
one height. 


2) Top of the pedestals and the outside 
of filling valves are sprayed with water 
for cleaning. 

3) Bowl is lowered until the valve in- 
dexes with a hole in the pedestal, open- 
ing the valve. 

4) Clean water and cleaning solution 
follows the wine circuit into the bowl, 
through the valves and down the inside 
of the pedestal and is recycled back to 
the CIP tank. 


WINEMAKER’S ENCYCLOPEDIA 


mu-co'ly-tic en-zymes 


Rohapect® VRF — Overcomes the “slimes” common 
after harvest rains. Improves filterability and sensory 


qualities. See also: Beta-glucanase, Scott Labs. 


Rohapect® VR Super L — Improves color stability 
of reds and minimizes fining for whites. See also: 
Proteinase, Scott Labs. 


Rohapect® B1L — Increases yields from hard-to-press 
grapes. See also: Hemicellulase, Scott Labs. 


Looking Good. 


Your favorite wine. You recognize the label. It is as clean and un- 
scathed as when it traveled from the labeler to the carton. The bottle 
of wine in a carton can travel up to 3,000 miles. That’s rough 
riding for a delicate label. Gordon Graphics has 
ULTRA-COTE?® label finishing (available in 
gloss, semi-gloss or matte finish) that will resist 
the scuffing a label receives before it reaches 
your customers. At Gordon Graphics we are 
prepared to deliver your labels—looking 
good. Call us about your labeling needs. 

(415) 883-0455. 


G GORDON GRAPHICS 


15 Digital Drive ¢ Ignacio, CA 94947 


Gordon Lindstrom 


Rohapect® DSL — Keeps winery controllers at bay. 
Increases free run and clarification. See also: Pectinase, 
Scott Labs. 


SCOTT LABORATORIES LTD. 
950 BROCK ROAD SOUTH 
PICKERING, ONT. 

LIW 2A], CANADA 
(416) 839-9463 


SCOTT LABORATORIES INC. 
2220 PINE VIEW WAY 
P.O. BOX 750249 
PETALUMA, CA 94975-0249 


(707) 765-6666 ROHM TECH INC. 
TELEX 171494 FAX (707) 765-6674 


TELEX 06-981445 - FAX (416) 839-0738 
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5) Once the CIP cycle is completed, the 
bowl is automatically returned to the fill- 
ing position. 

Advantages include: 1) reduced time/ 
man hours for cleaning; 2) automation 
insures that the procedure will always be 
identical, including dosing of chemicals; 
3) machine can be pre-sanitized during 
early morning hours, prior to winery 
personnel arrival; 4) the CIP system can 
be controlled manually, automatically, or 
custom-programmed, to clean with clear 
water, hot water, and cleaning solutions, 
etc. 

Stone offers this CIP system with fillers 
containing 28 to 60 valves for a capacity 
of 2,000 up to 15,000 BPH. One to 12-head 
corkers and monoblock filler/corkers are 
available. Stone capsule spinners with 
four to 24 heads can be ordered. Stone 
can manufacture a variety of labeling 
equipment with and without indexing 
capability. 

For more information, contact: Process 
Engineers, Inc., 3329 Baumberg Ave., 
Hayward, CA 94545, phone: 415/782-5122. 


Please see our ad on page 15. 


707/433-8869 
FAX 707/433-2927 


VIN@QUIRY 


Wane QU 1 RY. 


® enological consulting 

# BATF certified analysis for state, federal, export compliance 
= quality control analysis 

# lab supplies, equipment, reagents 

= yeast strains and malolactic inoculants 


CALL OR. WRITE FOR OUR CATALOG 


& 


RLS Equipment Co., Inc. 

Self-adhesive, semi-automatic and auto- 
matic labelers manufactured by QUE- 
NARD of France are available from RLS 
Equipment. The QUENARD labeler can 
orient and apply front, back, and neck 


COMPLETE ENOLOGICAL SERVICES 


16003 Healdsburg Avenue, Healdsburg, CA 95448 


Winemakers Service and Research Laboratory 
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labels, and can orient/apply an award 
medal label to a previously labeled bottle. 

The QUENARD kit can be retrofited 
onto existing labelers enabling an addi- 
tional label to be applied (i.e., warning 
label, award or bottle number) anywhere 
on the bottle. 

The QUENARD Autofix-1500 (capacity 
up to 1,500 BPH) is capable of applying 
three labels. The Autofix-BX is a semi- 
automatic unit and available in various 
label configurations, ideal for small win- 
eries or for custom bottling. 

Bottling equipment, including hand 
champagne and still wine to semi-auto- 
matic and automatic, manufactured by 
CLEMENS of Germany, is available from 
RLS Equipment. The monobloc filler/ 
corker model-Fiamat is available with 8- 
or 14-valves with a maximum speed of 
1,200 BPH for the 14-valve model. The 
Clemens #2010 monobloc has 10 valves 
and a maximum speed of 2,000 BPH. 
The corker on the monobloc is all S/S 
and has 4-piece iris jaws. 

CLEMENS hand champagne and still 
wine equipment include corkers, dosage 


« BATE « 


LABEL 
APPROVALS 


4 hours Service 
Low per-label costs 
Gov’t. Liaison Negotiations or Footwork 
Reasonable Hourly Rates 


TRADEMARK 
SEARCHES 


As Low as $/0 


Your trade names or designs are searched at 
the U.S. Patent Office to help establish 
valuable ownership or avoid 
costly legal liability. 
Over 100 years’ total staff experience handling 
every government liaison need for industry. 
Phone or write for details. 
Government Liaison Services, Inc. 
Suite 209, 3030 Clarendon Blvd. 
Arlington, Virginia 22201 
Mail: P.O. Box 10648, Arlington, VA 22210 - 
Phone: (703) 524-8200 Fax: (703) 525-8451 
TOLL-FREE 1-800-642-6564 
Major Credit Cards Accepted 


i 
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units, labelers, and crown and wirehood- 
ers. Monoblocks, corkers, and bottle 
washers are available in both semi-auto- 
matic or automatic set-ups. 

For more information, contact: RLS Equip- 
ment Co., Inc. at 609/965-0074 or Jack 
Squires at the West Coast office at 800/ 
527-0197. 


& 
Scott Laboratories 

Capsule spinners, with a revolutionary 
improvement, manufactured by Otto Sick, 
are available from Scott Laboratories. 

Traditional spinners combine the bottle 
pedestals with a fixed-level spinning 
carousel. The result is problematic bottle 
centering and limited speeds. Otto Sick 
has re-thought the problem. 

In the new Otto Sick ‘Automatik’, the 
bottles are never raised. Bottles revolve at 
one height, centered firmly in a star. The 
spinning heads descend to and rise from 
the bottles. The result is higher yield/ 
head combined with a better looking 
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final product. 

The ‘Automatik’ is available in models 
with 3, 6, 8, 12, 18, or 24 heads. 

For further information, contact: Scott 
Laboratories, PO Box 750249, Petaluma, 
CA 94975; Phone: 707/765-6666, Fax: 707/ 
765-6674; OR Scott Laboratories, Canada 
East, phone: 416/839-9463; OR Canada 
West, phone: 604/769-6308. 


Please see our ads on pages 29, 31. 


& 
SEN Machines, Inc. 


SEN Machines has developed a new 
filling system based on the highly suc- 


AWARE 


WORKS FOR YOU 


Mission Statement 


resource center. 


The American Wine Alliance for Research and 
Education (AWARE) is dedicated to providing a 
balanced, comprehensive view of wine's role in 
society, advancing scientific research on health 
and safety issues, leading in the development of 
educational programs and socially responsible 
initiatives, and providing an international 


| Lalvin — 


71B 
K-1 
Wadenswil 


Uvaferm — 


FOR MORE INFORMATION CONTACT: 


AWARE 


244 California St., Suite 300 


San Francisco, CA 94111 


Telephone: (415) 291-9113 


FAX: (415) 362-1494 


Annual Dues: 


entitled to vote. 


Q Voting $100 
Q) Sustaining $250 
Q Supporting $500 


Please check one category. 
Members paying dues of $100 or more are 


Steinberger 


WINEMAKERS ENCYCLOPEDIA 


fermentation in-no-va‘tion: 
a house speciality since 1933 


EC-1118 “Prise de Mousse” L-2056 


PM — “Prise de Mousse” 
CEG — “Epernay II” 


X-3 and Inobacter (CIVC) Leuconostoc oenos 
‘malolactic cultures. 

Fermaid K and yeast hull yeast nutrients. 
Proprietary yeast drying and other strains available. 


See also: Lallemand, Scott Labs. 


SCOTT LABORATORIES INC. 


2220 PINE VIEW WAY 
P.O. BOX 750249 
PETALUMA, CA 94975-0249 
(707) 765-6666 


TELEX 171494 - FAX (707) 765-6674 


cessful COMPACTA-TRONIC gravity sys- 
tem. The new COMPACTA-S and COM- 
PACTA-M are short tube gravity fillers 
using no vacuum or external pressure for 
filling. 

The COMPACTA-S features electronically 
actuated filling valves and fill height con- 
trols. The COMPACTA-M features me- 


chanical valve actuation. 


016 agglomerating 
Champagne — Davis 595 
Montrachet — Davis 522 


SCOTT LABORATORIES LTD. 


950 BROCK ROAD SOUTH 
PICKERING, ONT. 
LIW 2Al, CANADA 

(416) 839-9463 


TELEX 06-981445 - FAX (416) 839-0738 
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The wine is supplied to the filler via a 
separate tank with an integral product 
level control to assure a constant flow of 
wine to the filler. After the wine leaves 
the feed tank, it enters a closed system 
with no headspace. This results in zero 
O, pick-up through the filler. Optional 
inert gas sparging of the bottle prior and 
after filling guarantees an absolute mini- 
mum of O) pick-up. 

The COMPACTA-S and COMPACTA-M 
fillers are available in sizes from 10 valves 
to 100 valves and can be monoblocked 
with one or two different bottle-sealing 
machines: for insertion of natural corks, 
crown caps, or pilfer-proof caps. Filling 
speeds range from 50 bottles/minute to 
400 BPM with 750ml bottles. 

For more information, contact: SEN Ma- 
chines, Inc., 1350 Industrial Ave.#G, 
Petaluma, CA 94952; phone: 707/763-4844; 
fax: 707/763-6997. 

Please see our ad on page 21. 


& 
Tecnipac, Inc. 


Tecnipac offers the ‘URANIA, a semi- 
automatic pressure-sensitive labeller with 


label registration capability for wineries 
to comply with new labelling require- 
ments. This simple machine requires an 
extra operator, but with the small warn- 
ing label, a good operator can keep up 
with the average low-speed front labeller. 


y 


The ‘URANIA will advance and roll-on 
pressure-sensitive labels as fast as the 
bottles can be fed into the machine. By 
laying the bottle at the same place in the 
roll-on station, the warning label can 
always be placed in the same position, 
relative to the front label. This machine 
can handle 750ml or 1.5L bottles. 

Most single-label machines can be 


Your wines deserve 
the finest care... 
we can offer you the 
most efficient cleaning 
of your equipment ... 


Fully automatic, operates with an 
on/off switch, 100% electric, using 
46 gallons of water per hour. 


180°F steam can be used on bottle 
line, conveyors, corking/capping 
machinery, labeling line, quality 
control line, storage vats, metering 
equipment, filters and feed lines. 


Call or write for details. 


ELECTRO-STEAM 
GENERATOR CORP. 


1000 Bernard Street 
Alexandria, Virginia 22314 


(703) 549-0664 


NEW! 
WINERY TECHNOLOGY 
and OPERATIONS 
“(A Handbook for Small Wineries” 
by Dr. Yair Margalit 


The first comprehensive 
professional winemakers’ 
textbook published in over 
ten years. From the vine- 
yard through bottling and 
the laboratory, this book 
provides “state-of-the-art” 
practices and science. The 
author is a Ph.D. Chemist 
with winemaking experi- 


ence on three continents. 
244pp, illustrated. 


SPECIAL OFFER: $25.00 
if ordered before July 1, 1990 


Include $3.00 per order postage 
and in Calif. $4.82 sales tax. 


CALL TODAY, TOLL FREE: 800-242-9462 
in Calif. 800-231-9463 FAX: 415-864-0377 
SATISFACTION GUARANTEED 


455 Connecticut St., San Francisco, CA 94107 
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adapted to two-label application, by 
mounting a model ‘EP-2000’ automatic 
labelling head and using the original 
conveyor and label pressing station. The 
‘EP-2000’ can apply a small warning label, 
or a normal sized back label. Tecnipac is 
preparing kits to adapt the head to the 
most common in-line labellers, and can 
provide installation. 

Tecnipac also offers a new ‘VEGA version 
of the ‘Selenia’ semi-automatic labeller 
which can apply a front label and back 
label 180° from the front label. The ma- 
chine uses a photocell to orient the bottle 
with a front label, and feed the back label 
at the correct interval. Speed is from 600 
to 800 BPH. 

For more information, contact: Tecnipac,, 
Inc., 1060 Colorado Ave. #A, Chula Vista, 
CA 92011; phone 619/427-2381. 


Please see our ad on page 28. at 


The next PWV Buyer's Guide will 
feature Valves and Fittings. 


Recruitment 
Specialist 
We are the largest 
premium wine recruitment 
company in the country, 
placing winemakers, 
sales/marketing, account- 
ing and data processing 
people in many of the 
finest wineries in 
America. 


Serving the wine industry 
for seven years. 


Call (707) 586-0400 


SNELLING & SNELLING/ 
WINE PRO DIVISION 
6225 State Farm Dr., Suite 102 
Rohnert Park, CA 94928 
Donna Parker, President 
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New grape maturity software 


A new computer software system allow- 
ing winemakers to easily and accurately 
monitor grape composition development = 
during harvest has been introduced by 
Eagle Enterprises, San Francisco, CA. 
The Vineyard Maturity System (VMS) fs 
uses a combination of graphs and charts 2 
to track °Brix, total acidity, and pH levels 
in up to hundreds of different vineyard 
blocks simultaneously. a 
VMS is designed to help predict har- 
vest dates and to provide a database of -, 
information that can be used both dur- 
ing the season and after harvest. 
Eagle developed the software program 
for Robert Mondavi Winery, Oakville, 
CA. The company has also completed a . 
Barrel Inventory System for the winery, 
using bar code scanners to monitor the 
history and usage of wine barrels. ze 
Eagle was contracted in early 1989 by 4 
Mondavi personnel to create the VMS 
software. The system complements the ae 
winery's existing vineyard sampling pro- bury a aats a Bete BALL semwiee ren Predicted Rarvest 


cedures, laboratory analysis methods, Gee 


SMITH NAPA 
PINOT NOIR Block ‘NORTH’ 


TRELLIS Regression coefficient  .96 


TA(g/1) 


THE SHAPE OF SALES SUCCESS 


Glass bottles in a range 
of shapes and colors. Per- — 


ptos Glass Corporation 
Latour Court, Suite D, Napa, CA 94558 
252-7688 Fax: 707-252-3437 


DEMPTOS 


GLASS | 


CORPORATION 
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and assists the presentation of the data. 

“My personal preference is to see data 
in graphs. With a graphical presentation, 
we can make better projections of trends 
in the vineyard,” says Phil Freese, Mon- 
davi's Director of Winegrowing. 

The winery initially used hand-drawn 
graphs to accumulate a full season’s com- 
positional data, Freese explains. It also 
utilized a commercial spreadsheet pro- 
gram, but that proved to be of limited 
value since the complete utility of a pro- 
gram requires the ability to plot double 
x-y graphs. 

Mondavi personnel looked for other 
available ‘off the shelf software programs, 
but couldn’t find one that suited the 
winery’s needs. “It became clear that 
none of them did exactly what we wanted 
them to do without being very cumber- 
some, time-consuming and fell short of 
our needs,” says Freese. 

“Thad a very clear idea of what I wanted. 
Only a completely computerized system 
that incorporated existing sampling and 
analytical methods was acceptable. 

“In my mind, we could not accept any 
system that required a complete re-work- 


Do you fnow who 
1s the supplter of 
these prestigious 
capsules? 


WORLD'S LARGEST PRODUCER OF 
QUALITY CUSTOM CAPSULES— STOCK 
CAPSULES AVAILABLE IMMEDIATELY 
FROM OUR LOCAL WAREHOUSE— 


fe CEBAL 


5425 Napa-Valleio Highway @ Vallejo, CA 94589 © Tel (707) 255-3400 © Fax (707) 255-8968 
OFFICES IN TORONTO, MONTREAL, VANCOUVER, AND PHILADELPHIA 


INC. SAMPLES ON REQUEST. 


PRACTICAL WINERY & VINEYARD 


ing of our current and acceptable data 
gathering system. Clearly our need was 
for faster and easier data presentation 
and analysis.” 

VMS was in place during the 1989 har- 
vest season. It was used to track 350 vine- 
yard blocks and sub-blocks, including 
Mondavi production and experimental 
plots, and those of outside growers. 

Field sampling procedures were identi- 
cal to those used previously. Every even- 
ing, the laboratory staff entered °Brix, 
total acidity, and pH readings obtained 
that day. The computer then generated 
graphs and charts automatically each 
night. 

“In previous harvests,” notes Freese, 
“the graphs wouldn't be ready until the 
middle of the next day. Now the updated 
files are in the computer during the night 
and the graphs are in the printer tray 
when the staff arrives in the morning. 
When I arrive, all the graphs are ready 
for review. 

“VMS graphs are more accurate, espe- 
cially compared to those drawn by hand, 
because the computer doesn’t make mis- 
takes putting numbers in, and it doesn’t 


PECHINEY, 
packaging ) oe 


U 


nlock the mysteries of 
Southern California, 
your most expensive and 
complicated market, by 
subscribing to Scorecard 


Get the pricing and distribution data you 
need on your brand and your competi- 
tors’ brands. Why live without this infor- 
mation when it can be yours for only 
$225.00 per year? Scorecard is a service 
of Innovative Wine Marketing. 


Phone or FAX for a free sample. 
Phone 714-960-1369 FAX 714-960-5970. 


SLGRELARD 


get tired and put the lines in the wrong 
place. The computer also calculates a re- 
gression value for the complete data set, 
draws the best-fit line and prints the 
results.” 

Freese estimates that the Mondavi Win- 
ery saved between four and six hours/ 
day by having VMS produce the graphs. 

VMS is unique in that the daily graphs 
show the entire seasonal history of a 
vineyard sub-block on a single piece of 
paper. Sampling dates are shown on the 
horizontal axis. The °Brix scale is printed 
on the left axis. On the right, TA and pH 
are charted separately. 

VMS allows the winemaker to define a 
‘target’ °Brix level for harvest. This range 
is shown by a grey band across the upper 
portion of the graph in Fig. 1. The target 
value and range is fully under the con- 
trol of the computer operator. The choice 
of target °Brix for a block is based on the 
winery's estimate of maturity target for 
the grape variety and site. 

With the spreadsheet program, Mon- 
davi personnel made harvest date pre- 
dictions by drawing a straight line ap- 
proximating progress toward maturity. 


€ 
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The points at which the diagonal line in 
Fig. 1 intersects the grey band show the 
approximate harvest dates. The dates are 
also indicated in grey along the horizon- 
tal axis at the bottom of the graph. The 
projected harvest dates, along with the 
current day’s sample data, are printed at 
the bottom of the page. 


“The harvest dates are approximations 
and are not meant to substitute for the 
judgement of the winemaker or grower,” 
emphasizes Catherine Day, Eagle’s vice 
president of marketing. “This program 
will never replace the skill of the wine- 
maker. It gives the winemaker a tool to en- 
sure harvesting grapes at peak maturity.” 


“The projections were really very close 
to our actual harvest-sugar results during 
the 1989 harvest,” reports Freese. “But no 
matter what the graph says, there is no 
substitute for going into the vineyard to 
taste the grapes and inspect the status of 
the vines. This system assists handling a 
large body of information in a timely and 
easy manner. 

“Having the approximate dates for a 
larger number of vineyards helps the 
winery schedule harvest and crush crews. 

“A quick review of the graphs can pro- 
vide an indication of any flaws in the 
sampling program for any particular 
block. It tells you in a very blatant way if 
your data is off. If you’re not sampling 
often enough or if there are sampling er- 
rors, it becomes visually obvious on the 
graph.” 

Besides the graphs, information can be 
presented in several other formats. For 
example, VMS can produce reports show- 
ing the highest °Brix measurements for 
all vineyard blocks, or a breakdown of 
the progress in separate vineyards owned 
by the same grower. 

The winemaker can also store other in- 
formation associated with cluster samples, 
such as average cluster weight, and there 
is room for comments by both field and 
laboratory personnel in each sample 
record. 

The 350 sub-blocks tracked by Mondavi 
did not tax the capacity of the system. 
VMS can store data from 150 growers, 
100 vineyards, 150 vineyard bocks, 150 
sub-blocks, 150 treatment categories, and 
25 grape varieties. 

VMS was designed to be operated by 
non-technical personnel. It can be in- 

_ Stalled in about one hour and requires 
no user-programming. Many functions 
require only simple one-stroke key com- 
mands. The program does not allow 
someone accidentally to erase a complete 
set of data. 


VMS also protects against the acciden- 
tal entry of data into the computer. The 
winery defines its ‘normal’ value ranges 
for each sample group, and the computer 
issues a warning if a number outside this 
range is typed in (e.g., if a “Brix reading 
of 41 instead of 21 is entered for a sample). 

“The system has fulfilled our initial 
goals,” reports Freese. “We will make 
some minor changes to parts of the edit- 
ing and presentation function, but we 
haven't seen anything negative in it. 

“It really made a difficult 1989 harvest 
season a lot easier. The lead time for 
harvest prediction was considerably im- 
proved. From the data sets, it was very 
clear that some vineyards took up water 
from the harvest rains. Complete data 
sets of °Brix, TA and pH helped in all 
harvest predictions.” 

VMS requires an IBM-PC or compatible 
computer with 640K RAM and a 20-MB 
hard disk. A Hewlett-Packard LaserJet or 
compatible printer is needed to produce 
the graphs and reports. 

VMS is available in two editions. The 
standard package, which costs $3,900, 
operates on a single computer. The ad- 
vanced edition is a true multi-user sys- 
tem compatible with most networks. It 
also provides automatic transmission of 
sample data between computers at dif- 
ferent sites and the unattended printing 
of graphs at each installation. 

The advanced edition is priced at $5,400, 
which includes two copies of the com- 
munications software, Crosslalk XVI. 
Additional copies of CrossTalk are avail- 
able for wineries with more than two 
installations. 

The price of either version includes two 
hours of telephone support (a $200 value). 

A demo package is available for $50.00. 
This includes system documentation, a 
video about VMS, and a fully operational 
demonstration version of the program 
itself. The price of the demo package can 
be applied to the purchase of the full 
VMS program. 

For further information, contact Catherine 
Day at Eagle Enterprises, 330 Ritch St., 
San Francisco, CA, 94107; phone: 415/ 
495-3131. 8 
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Value-added 
Packaging 


By Daniel Wilson 
Innovative Wine Marketing 


Price reductions are becoming more costly 
and less effective as a marketing tool. If 
you find yourself competing with other 
brands to offer the deepest discounts, it 
might be time for a whole new approach 
to your sales and marketing problems. 

Fortunately there are other ways to build 
sales besides lowering prices. One option 
is to add value to a wine ‘from the out- 
side’. This value does not come from im- 
proving the wine, but from adding some- 
thing the consumer wants. This addi- 
tional ‘something’ may be tangible or in- 
tangible. The consumer has the following 
choices: 

1. Buy the ‘regular wine’ at a reduced 
price. 

2. Buy the ‘regular wine’ at the every- 
day price, but receive ‘something extra’. 

Option #1 reduces the supplier’s cash 
flow and causes an erosion of the brand’s 
price identity in the consumer’s mind. 

Option #2 can be better both for buyer 
and seller. It is better for the buyer be- 
cause he is already prepared to pay the 
regular price and obtain something more 
without stretching the budget. 

It is better for the seller because main- 
taining the list price keeps cash flow 
stable and in line with projections. The 
seller also avoids moving a wine from its 
familiar price level to a lower level where 
competition may be stronger. In a new, 
lower price range, the heavily discounted 
brand would be a newcomer. 

The ‘value-added’ approach provides 
satisfied customers, stable cash flow, and 
security in the chosen pricing niche. 
Compare this to the usual method of 
constant price reductions which deci- 
mate cash flow and create enormous 
price variations in retail outlets. 

Merchants tell us repeatedly that they 
want value-added products and promo- 
tions. Steve Boone, CEO of Cost Plus 
and one of the founders of Liquor Barn, 
made this point very clear in a Wine In- 
dustry Technical Symposium. Boone re- 
peatedly urged winery owners to add 
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value instead of reduce prices. 

Bill Gensemer, Vice President of liquor 
and deli products for Vons Grocery Co., 
echoed this message in a speech he made 
at a wine marketing seminar organized 
by Innovative Wine Marketing and the 
University of California Extension. Gen- 
semer stressed that ‘value-added’ can be 
as simple as providing educational tools 
to help the merchant sell the wine. It can 
also take the form of adapting wines to 
suit consumer tastes. 

Do consumers like value-added promo- 
tions? Look through the advertisements 
in any Sunday newspaper for offers of 
free goods with a purchase of Brand X 
(or “buy one, get two”, “buy one, get the 
second for a penny”, etc.), and you will 
see how enormously popular this ap- 
proach is. These offers are made year 
after year because they produce results. 


What does ‘value-added’ look like? 

The wine industry has successfully 
tried many ways to add value to a bottle 
of wine. For example, Corbett Canyon’s 
liter-bottle promotion tells consumers 
that there is more wine in each bottle. 

The recent popularity of peach-flavored 
drinks is another example. The first brand 
to have added peach flavor suits the cus- 
tomer better. The producer has listened 
to the consumer and responded. 

The consumer gets what he prefers, 
and the price is the same as for less pop- 
ular flavors. The consumer feels he has 
received more for his money than if he 
had purchased another brand that had 
the same basic features but didn’t have 
the fashionable taste. 

‘Value-added’ can also be incorporated 
into packaging, such as with label art. 
The appeal can be in the artwork itself, 
but more likely it will be due to the con- 
sumer’s desire to be a collector. Collec- 
tors want to maintain a complete collec- 
tion, and that desire creates an urgency 
to buy. 

Kenwood Winery has embraced value- 
added marketing with its ‘Artist Series’ 
Cabernet Sauvignon bottlings. A desire 
to collect posters of the label art is another 
reason — beyond the value of the wine 
itself — to select and buy this particular 
Cabernet Sauvignon. 

The consumer gains both a fine bottle 
of wine and a matching poster, so that 
owning and enjoying the wine become 
more of an ‘experience’. Marketing ex- 
perts tell us that consumers increasingly 
are shopping for fine experiences rather 
than for objects. 

Far Niente Winery also has approached 
value-added marketing through packag- 
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ing. Its exceptionally expensive and ela- 
borate label makes a statement that Far 
Niente consumers appreciate. When 
people put the bottle on their dinner 
table, they may feel as though they have 
added a piece of ‘jewelry’ to the table set- 
ting. This adds value that goes beyond 
the taste of the wine itself. 

‘Value-added’ can also spring from a 
winery’s contributions to a cause the 
consumer wishes to support. An exam- 
ple is Belvedere Winery’s ‘Gifts of the 
Land’ program. 

With each vintage, the label features a 
high-quality painting of a wild animal. 
Furthermore, part of the proceeds from 
every bottle sold are contributed to a 
fund to preserve wildlife habitats. The 
consumer gets a bottle of wine, an attrac- 
tive package, and the satisfaction of con- 
tributing to the welfare of wild animals. 

Holiday gift packages are yet another 
form of value-added marketing. Retailers 
typically expect gift packs to cost the 
same as the bottle by itself, making the 
outer wrap an added expense for the 
winery. The usual reason for this expec- 
tation is that retailers don’t want to be 
stuck with any remaining inventory after 
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the holiday period. 

The wine industry has not effectively 
addressed the year-round gift market 
that is exploited much more thoroughly 
by other industries. If wineries did, re- 
tailers might be more receptive to paying 
a premium for special gift packages. If 
this were to happen, many relatively un- 
tapped possibilities would open up. 

There are countless variations of gift 
packaging and they are not limited to 
Christmas. Gift-giving is a year-round 
activity. Wine is particularly suited to 
Valentine’s Day and Thanksgiving, yet 
neither of these holidays has been the 
focus of wine gift packs. 

Holidays are not the only time that 
special packaging is appreciated. Gifts 
are given all year as ‘hostess gifts’ when 
one is a guest in another home, and for 
birthdays. 

Paul Masson is one brand taking advan- 
tage of this by offering wine in decorative 
carafes. These are described in the win- 
ery’s advertisements as ‘Designer Carafes’ 
and are touted as being collectible and 
cherished by those who buy and use them 
again for wine service after the original 
wine in the carafe has been consumed. 
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Masson prices the 1.0L carafe in the 
$2.49 to $3.49 range for seven generic and 
four varietal wines. These packages are 
designed to have a broad appeal. For 
those who appreciate the novelty and 
convenience, these packages certainly 
have ‘value added’ appeal. 

In another area of value-added market- 
ing, the value of point-of-sale materials, 
such as displays and shelf-talkers, has 
declined in markets where independent 
retail stores have declined, e.g. the greater 
Los Angeles, CA, area. Where indepen- 
dent retailers are still strong, good point- 
of-sale is an added value for the brand 
and should be used to full advantage 
when making sales presentations. 

In attempting to add value, it is surpris- 
ing that the wine industry has not yet 
addressed a major problem of one of its 
biggest customers. The problem is em- 
ployee turnover, and the customer is the 
food service industry. Wineries should 
join forces to address this need by pro- 
viding videotapes on how to sell and 
serve wine. They would be recognized 
for their service, and would benefit in in- 
creased sales. 

Seagram has made such a videotape, 
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but it is not widely circulated as far as I 
know, and there is ample room for other 
efforts in this area. 
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Imitation is not flattering— 
to the imitator 

It might be tempting to start shopping 
immediately for a piece of artwork for 
your label on the theory that what works 
for Kenwood and Belvedere will work for 
your brand too. The problem is that ‘me 
too’ efforts seldom work as well as the 
original. 

The reason Kenwood’s ‘Artist Series’ 
and Belvedere’s ‘Gifts of the Land’ both 
work is that they each have a unique 
character. The art is different, the con- 
cepts are different, and the prices are dif- 
ferent. Kenwood ‘Artist Series’ currently 
sells for $30.00 retail and Belvedere ‘Gifts 
of the Land’ for $18.00. 

There are plenty of opportunities to 
blend art and wine, but to be effective, 
such campaigns must have distinction 
and character. This, in turn, requires 
passion and imagination. 

Marty Lee of Kenwood, for example, 
loves art and puts himself into the search 
for each painting with enthusiasm. Any- 
one bringing this level of commitment to 
the task will add his or her own style to 
the finished wine. Without this personal 
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touch, the finished wine will look like an 
imitation, and consumers will recognize 
it as such. 


Intangible forms of ‘value-added’ 

Value-added is anything you can de- 
liver along with the wine that appears to 
the consumer to be a free bonus, and 
this may be something intangible. For 
example: 
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1. Ready availability — Robert Mon- 
davi Cabernet Sauvignon is easy to find 
in stores. This availability may be limited 
to a specific range of customers. For ex- 
ample, if a wine is virtually always avail- 
able in fine wine shops, then consumers 
know where to look for it. They don't ex- 
pect to find it in grocery stores, but they 
are never disappointed when they look 
for it in specialty shops. 

2. Consistent pricing — It can be unset- 
tling to find the same wine varying widely 
in price at different stores. When this 
happens, customers resent paying the 
higher price. Consistent pricing insures 
that the consumer is satisfied to pay what 
he has come to accept as a fair price. 

3. Unsullied reputation — If a wine is 


only sold in well-maintained stores, never 
appears in close-out bins, and has never 
been of poor quality, the reputation of 
the brand is an asset that adds value. 
This is a strong argument for disposing 
of flawed vintages and for avoiding panic 
sales at distressed prices. 

4. Reliving fond memories — One of 
the strongest intangible values is the de- 
sire of some consumers to relive warm 
memories of a visit to the winery. There 
is no better opportunity to win friends 
and influence people than while they are 
at the winery, where they can form plea- 
sant — and lasting — impressions of 
your brand. These impressions spring to 
life each time a bottle from that winery is 
opened with friends. 


The future 

Wineries that continue to rely too heavily 
on price reduction as a sales tool are not 
realizing their full profit potential. Not 
only are these price reductions very ex- 
pensive, they leave the consumer unsa- 
tisfied. Consumers don't necessarily want 
to pay less, they want to receive more. 

The ultimate ‘value-added’ device is a 
strong brand identity. The consumer 
wants to feel good about purchasing the 
wine he or she takes home. 

If you build your brand over the years, 
you can charge more and discount less 
because consumers feel satisfied and 
confident when they purchase your 
brand. That really is the goal in wine 
marketing. a 
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Shirley and Leon Sobon of Shenandoah Vineyards. 


Risk-taking at 
Shenandoah Vineyards 


By Eleanor & Ray Heald 


In the mid-1970s, Leon and Shirley Sobon 
were living comfortably with their six 
children in Los Altos, CA in the San Fran- 
cisco Bay Area. Leon was an engineer at 
Lockheed Missiles and Space Co. The 
Sobons owned a cabin in the mountains, 
and life seemed stable and comfortable. 

Actually, Leon was concerned about his 
future. The aircraft industry was under- 
going changes and reducing personnel, 
and Leon began considering a career 
switch. At the time, the Sobons belonged 
to several winetasting groups and thought 
of themselves as ‘wine groupies’. An ac- 
complished amateur winemaker, Leon 
began to dream of going into the wine 
business. 

In 1977, Sobon retired from Lockheed to 
start a winery; Shirley started working to 
supplement the family income. “We were 
naive enough to think we could make it,” 
Shirley reminisces. 


Amador County 

The Sobons looked for vineyard pro- 
perty in the Santa Cruz Mountains, Napa 
Valley, Sonoma County, and Amador 
County. “Napa and Sonoma were out of 
the question,” Leon recalls. “Land was 
just too expensive. We settled on a piece 


of property in Amador County because 
it had a house large enough for a family 
of eight. We were encouraged by neigh- 
bors, like Montevina Winery, who were 
successful.” 

The Sobons’ initial investment was 
$212,000 for 74 acres of land and a house. 
After three years, they sold 20 acres to 
Ben Zeitman who started Amador Foot- 
hill Winery, when the land had doubled 
in value. 

The first harvest at Shenandoah Vine- 
yards in 1977 yielded 680 cases of white 
Zinfandel, Chenin Blanc, Pinot Blanc; 
and 755 cases of Zinfandel, and Cabernet 
Sauvignon from 26 tons of purchased 
grapes. 

Leon sold the wine by walking the streets 
and knocking on doors. “One or two 
days a week, I would fill an old station 
wagon with wine and head to the Bay 
Area to sell it,” he says. 

“IT went from store to store and from 
restaurant to restaurant opening new ac- 
counts, literally hand-selling every bottle. 
When the wine was gone, I'd head home.’ 
It took eight months to sell the first year’s 
bottling. 


Assessing the vineyards 

The Sobons needed to add a white wine 
to the product line. Montevina Winery 
was enjoying success with Sauvignon 
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blanc and the Sobons decided to try it. 
“We bought self-rooted cuttings and 
planted five acres. We couldn't afford to 
purchase grafted stock.” 

Estate-grown grapes currently account 
for 20% of Shenandoah’s production; 
80% is from purchased grapes, all grown 
within five miles of the winery. The estate 
vineyard now consists of 38 acres — 12 of 
Sauvignon blanc; 3 of Muscat; 2.5 of 
Cabernet Franc; 8 of Cabernet Sauvignon; 
3.5 of Syrah; 1.5 of Petit Verdot; and in 
February, of 1989, 7.5 acres was grafted to 
Black Muscat, Grenache, and Aglianico. 
Except for the Sauvignon blanc, most 
vines are on AXR-1 rootstock and spaced 
8x12. 

“I was a researcher at Lockheed and I’m 
an experimenter in the vineyard,” Leon 
states. “We have some Cabernet Sauvig- 
non and Sauvignon blanc on a lyre trellis 
trained to a quadrilateral cordon, but most 
is on a bilateral cordon with a T-trellis. 

“Twelve years ago, UC Davis recom- 
mended that we use bilateral cordon on 
a Trellis, but they didn’t foresee the prob- 
lem of grassy, herbaceous flavors due to 
a dense canopy. Additionally, too much 
shading presents the problem of high pH?’ 

To correct the overt herbaceousness, the 
Sobons began canopy thinning. Currently, 
the oldest vines are being retrofitted to 
quadrilateral cordon ona lyre trellis. The 
newer Sauvignon blanc plantings are on 
the open-lyre system. 

This system has decreased the pH of 
Sauvignon blanc from 3.5/3.7 to 3.3/3.4, 
raised the TA from 70 to 9.0, and increased 
yield from three tons/acre to seven tons/ 
acre. Leon explains that bud fruitfulness 
depends upon the amount of sunlight to 
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the buds in the previous year. The lyre 
system allows more light, reduces grassy 
character, and promotes even ripening. 

“Amador County has a very cool grow- 
ing season until about July 15, then it 
really heats up,” Sobon says. “This also 
contributes to the somewhat grassy char- 
acter of our Sauvignon Blanc. We pur- 
chase grapes to blend out this vegetal 
character. Our purchased grapes, from 
seven different vineyards, impart a spec- 
trum of flavors, including melon and pine- 
apple. Some have high acid, some low. 


“We like to leave hints of a grassy-hay 
character so that the consumer can recog- 
nize it as Sauvignon Blanc. We blend 
40% estate fruit with 60% purchased 
fruit to get a consistent style that shows 
grassy aromas and melon on the palate. 
Semillon, blended at about 12%, helps 
tame the aggressive herbaceousness and 
adds a hint of fig to the aroma.” 

During the first ten years, Shenandoah 
Vineyards’ production grew at an average 
annual rate of 60%. This pace slowed 
considerably in 1987 through 1989 due to 
drought conditions. 

Normal rainfall in Amador County is 36 
to 38 inches/year. In 1987, there was 19 
inches of rain; in 1988, only 17 inches; 
and in 1989, 24 inches. 

To illustrate the impact of the drought, 
Leon cited harvest yields for Muscat. 
This variety yields four tons/acre under 
normal growing conditions, but under 
drought conditions, it yields less than 0.5 
ton/acre. 


white Zinfandel 
A big factor in the winery’s sustained 
growth has been the popularity of its 


white Zinfandel. “When we started mak- 
ing it, in 1977, there were only two other 
white Zin producers — Sutter Home and 
Montevina,” Leon recalls. 

Initially, there were two Shenandoah 
Vineyards white Zinfandel styles, one 
bone dry, the other with 2% residual 
sugar. The sweet style sold out imme- 
diately, so Sobon deleted the dry style. 
Today, roughly 50% of the winery’s pro- 
duction is white Zinfandel. 1987 produc- 
tion was 36,000 cases. 1988 and 1989 pro- 
duction were both 30,000 cases. 

The Sobons believe that white Zinfan- 
del’s popularity has served to introduce 
people to red Zinfandel. “After enjoying 
our white Zinfandel, customers get to 
know our quality and consistency, and 
then they ask for our red Zinfandel,” Leon 
says. “We call this the ‘rub-off effect’. 

‘White Zinfandel is our foot in the door. 
Our only problem is that, even though 
the white Zinfandel market continues to 
hold steady, all the big producers are 
now making it. This forces us and other 
small producers to accept a smaller mar- 
ket share.” 


Red Zinfandel 

The Sobons believe that red Zinfandel 
has a promising future at Shenandoah 
Vineyards. Production has grown from 
1,200 cases in 1983 to 9,000 cases in 1989. 
“Our success is due to our style,/’” Leon 
contends. 

“We are making our Zinfandel more en- 
joyable and approachable when young. 
It does not require long ageing to be 
drinkable, and the alcohol doesn’t knock 
you over the head. Today the alcohol 
level is closer to 13%, not over 14% as in 
early vintages. 

“The old-style, blockbuster Zinfandels 
were cult wines. We could sell 1,000 cases 
of that style annually, but we can’t make 
a living selling only 1,000 cases of any 
wine. We produced a 1977 Zinfandel that 
still is not ready to drink. Our present 
Zinfandels still have as much flavor as 
before, but lower tannin and alcohol 
make them easier to drink. 

“We are doing shorter and cooler fer- 
mentations with grapes harvested be- 
tween 22.0° and 22.5° Brix to yield a wine 
with 13.0% alcohol and good body. 


Cabernet Sauvignon 

Shenandoah Vineyards has increased 
production of Cabernet Sauvignon, 
blended with 8% Cabernet Franc and 6% 
Carmine, from 2,000 cases in 1987 to 
3,000 cases in 1989. “Cabernet is a mar- 
ginal variety in Amador County,” Leon 
explains. ‘We get significant vintage 
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variation due to the hot climate.” 

To make an accessible Cabernet Sauvig- 
non, Leon again emphasizes canopy man- 
agement and cool, short fermentations. 
He claims that when Cabernet Sauvignon 
is too ripe, it develops the raisin-prune 
taste characteristic of Zinfandel. 

The label selected for Cabernet Sau- 
vignon depicts two ballet dancers in a 
graceful leap. The female dancer illus- 
trates the wine’s style and grace, while 
the male dancer represents body and 
structure. 
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Dessert-style wines 
The Sobons have also been successful 
selling dessert-style wines. A personal 
interest in these wines inspired produc- 
tion of a Black Muscat in 1979. Soon after, 
they began producing fortified dessert 
wines. Today, there is a Black Muscat, 
Orange Muscat, and Vintage Port under 
the Shenandoah Vineyards label. 
“Because there is a natural resistance to 
sweet wines on the part of the consumer, 
we market our dessert wines by inviting 
the customer to taste the wine,” Leon 
says. “In the tasting room, 50% of our 
visitors purchase a bottle of dessert wine. 
“When we call on accounts, we always 
carry a bottle for tasting. These wines 
must be hand-sold. Sales of dessert wines 
demand personal attention and require a 
visit to taste the wines with each distrib- 
utor and the sales personnel.” 
Currently, about 1,200 cases/year are 
made of each of the four dessert wines. 
Good markets for the Orange Muscat are 
New Mexico and Arizona. Chicago, Colo- 
rado, Michigan, and New York are good 
markets for the other three wines. 


Out-of-state sales 
As their production has grown, the 
Sobons have increasingly looked to out- 
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of-state markets. “We considered distrib- 
utors who were interested in marketing 
wine from a family-owned winery,” Leon 
says. 

“We were encouraged in our efforts by 
Jerry Edelstein in Illinois, Norm Viviano 
in Michigan, and Noel Engle in Pennsyl- 
vania. Today, 60% of our production is 
sold in California and 40% in 16 other 
states. Michigan is our biggest out-of- 
state market.” 


On-premise sales 

On-premise sales from a 1,000-sq.ft. 
tasting room are 15% of the winery's pro- 
duction. Wine sales on weekends are 7 
of the volume and 3 are on weekdays 
according to Shirley. September is the 
busiest sales month at the winery and 
December is the slowest month. 


Label art 

Delighted with the quality of their 1979 
Special Reserve Zinfandel, the Sobons 
decided to design a unique label for it. 
(The Sobons claim to be one of the first 
winerys in California to put original art 
work on a wine label). They contacted 
Rod Ruthel, a graphic artist from San 
Jose State University. 

“We brought a sample of the wine to 
taste with Ruthel,” Shirley says. ‘“We 
wanted the art to represent the wine in 
the bottle. During a two-hour meeting, 
Leon and I described our impressions of 
the wine's flavors and aromas to try to 
give him some ideas.” 

Ruthel produced eight pieces in oil and 
water color from which the Sobons se- 
lected the eventual label art. The other 
seven pieces were used later on other 
wines, when the theme of the art work 
matched the style of the wine. 

Label art became a permanent part of 
the winery’s product packaging. “Our 
wines are recognized as much by the art 
as by the Shenandoah Vineyards brand 
name,” Shirley claims. ‘The label art 
wasn't initiated as a marketing tool, but it 
turned out that way.’ 


Medals 

Shenandoah Vineyards receives about 
30 to 40 medals each year from California 
wine competitions. “Medals are import- 
ant, especially for the out-of-state mar- 
ket/’ Leon contends. 

“Our out-of-state distributors discuss 
medal awards when attempting to sell 
wine to people who are unfamiliar with 
our brand. The medal sells the wine. 
Out of state, it doesn’t matter which fair 
the wine comes from; in state, it does. 

“California restaurant buyers know 
which competitions are most reliable 


and, therefore, most prestigious. We 
carefully consider which competitions to 
enter and have selected the Amador 
County Fair, Orange County Fair, Los 
Angeles County Fair, San Francisco Fair, 
and the California State Fair. 

“What bothers me about some wine 
competitions is that they require a case 
of each wine entered and a $50 to $75 
entry fee. I don’t know what they do 
with all that extra wine, but someone 
must have one heck of a party.’ 
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Family involvement 

“This is a family winery,” says Shirley. 
“All six of our children are involved in 
some way.” 

David Sobon is 30 years old and worked 
in the winery for three years. Carol, 29, 
helps with Bay Area marketing during 
the summer. Paul, 28, the assistant wine- 
maker, also oversees marketing in Michi- 
gan, Arizona, New Mexico, and Nevada. 

Elaine, 27, has been the winery’s north- 
ern California sales representative since 
1988. Robert, 26, set up and monitors the 
winery's computer system and does book- 
keeping. And Kenneth, 21, who is still in 
college, works at the winery during the 
summer months. 

Leon and Shirley travel within Califor- 
nia and to out-of-state markets six weeks/ 
year. In out-of-state markets, the Sobons 
have their local distributor arrange their 
schedule. “They know better than we do 
which accounts need attention/’ Leon 
comments. “Shirley and I divide our 
visits in a given area so that separately, 
we can call on twice as many accounts.” 


Advertising 

Although Shenandoah Vineyards spends 
$25,000 to $30,000 annually on advertis- 
ing, it cannot afford to advertise in na- 
tional publications. The Sobons’ empha- 
sis in advertising is on personal contact 
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and point-of-sale material. 

When a new wine is released, the win- 
ery sends out winemaker’s notes and 
copies of published reviews directly to 
the homes of sales people, who appre- 
ciate the personal contact. 

“We do send samples to a select group 
of writers across the country,’ Shirley 
says. “We began with the Wine Institute 
media list, then we contacted writers 
from the publications we read. We also 
ask our distributors in each state to recom- 
mend local writers with influence.” 


Making money 

In 1985, after six years in business, Shen- 
andoah Vineyards earned its first small 
profit. “The next two years we did very 
well,” states Leon. 

Shirley’s advice to others who may be 
thinking about entering the wine busi- 
ness is: “Don't be afraid to take a chance. 
If we could do it with six kids and no 
other source of income, others can do it. 
If we had had cold feet, we would always 
have regretted that we didn't try. 

“The biggest strain on any marriage is to 
be in business together. Our roles and 
responsibilities in this business have 
evolved in separate directions. Leon is 
completely responsible for the winemak- 
ing; I do not interfere. 

“I take responsibility for the financial 
and business end of the operation and 
make the final decisions in these matters. 
We have separated our duties. We recog- 
nize each other’s strengths and weak- 
nesses and have survived because we 
separated our jobs.” 


New growth era 

Having outgrown their original facilities 
when they reached an annual produc- 
tion of 55,000 cases, the Sobons had a 
choice: increase gross sales by producing 
more of their higher-priced varietals and 
less white Zinfandel, or make a capital 
investment in an expanded production 
facility. 

In spring, 1989, the Sobons purchased 
the former D’Agostini Winery, one of 
California's oldest, changing the name to 
Sobon Estate. A 113-acre parcel of land 
two miles from Shenandoah Vineyards 
was included in the purchase price. 

The Sobons have started a major res- 
toration project at Sobon Estate, includ- 
ing replanting of 60 acres of vines de- 
stroyed by phylloxera. Thirty acres have 
been replanted and are producing Zin- 
fandel grapes. Ten more acres of Zinfan- 
del were planted in 1990 and five acres of 
Zinfandel will be added each year until 
all are in production. They plan to pro- 
duce a line of estate-bottled wines. 
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Green Valley Farm 


9345 ROSS STATION RD « SEBASTOPOL, CA « (707) 887-7496 


Wine East 


Keep up-to-date with the grape and wine 
industry in Eastern North America! 


With more than 525 wineries and more than 80 percent of the U.S. 
Senate located between the Rocky Mountains and the Atlantic Coast, 
wine professionals and alert consumers are discovering the importance 
of keeping informed about this rapidly expanding wine region. 
Published bi-monthly, Wine East contains in-depth features on wine- 
making, grape growing and marketing; research updates, news events; 
and a responsible editorial viewpoint on political and social issues 
related to the wine industry. 


Subscription rate: $18.00 for one year ($26.00 in Canada and overseas, 
payable in U.S. funds). Sample copy free upon request. 


L & H Photojournalism 
620 North Pine Street 


Lancaster, PA 17603 Eastern Wine Publications 


Engineering 


Winery Water & Wastewater Planning, 
Design & Construction Management Services 
Engineering specialties include wastewater recycling and system expansions. 


Over 30 years experience in the design of water, wastewater, wastewater solids 
and utilities systems. Domestic and overseas experience with wineries producing 
table wines and sparkling wines with production capacities from 5,000 to 
2,000,000 cases. 


Excellent in-house database on process water use of all sizes of wineries. Obtain 
your utility design services from someone who knows the wine industry. 


Storm Engineering 


15 Main Street — PO Box 681, Winters, CA 95694 
916/795-3506 


Pyrex Sight Glass 


BULLDOG’S PUP 
Pushes Wine with Nitrogen 


Stainless Steel Construction 


Brass Adjuster 


Pushes 
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distributor: 


The Boswell Company 


1000 Fourth S 


San Rafael, CA 94901 


(415) 457-3955 


Fax (415) 457-0304 


t., Suite 540 


Pat. Pending Scaler ane i 


Wine 
Gently 
No pump 
needed 
No oxidation 
Flows up to 
20 GPM 
Easy to use 


Expanding 
Silicone 
Bung 


Purest food 
grade 

Fits all barrels 

Positive seal 

Stays in place 
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Licensed Businesses 
Packaged Goods Distribution 
Trademark Protection 
Trade Regulation and Antitrust 
Regulatory Agency Matters 


Serving Wineries Large and Small Since 1971 
CORBIN HOUCHINS 


Professional Service Corporation 


3000 Key Tower Telephone (206) 343-9597 
Seattle, WA 98105-1046 In Northern CA (707) 224-1536 


WINE BOTTLES BOUGHT & SOLD 
GLASS STERILIZATION 
NEW CARTONS & DIVIDERS 


ENCORE! 
(415) 234-5670 


860 So. 19th Street, Richmond, CA 94804 


Cooperage 


Premium Quality Wine Barrels 
French Oak and American Oak 


Independent Stave is a third-generation cooperage. Total commitment to our cus- 


tomers’ satisfaction has made us the largest barrel producer in the world. 
We offer: 

e French oak and American oak of the finest quality. 

e Shaping and toasting over an open oak wood fire. 

¢ Selection of grain coarseness and toast levels. 

¢ 200 and 225 liter barrel capacity. 


Check our cooperage rates and find out how much money you can save! 


Let Independent Stave fill your French oak and American oak wine barrel needs. 


Independent Stave Company 


1078 S. Jefferson, PO Box 104, Lebanon, MO 65536 © 417/588-4151 
4391 Broadway Dr., American Canyon, CA 94589 ¢ 707/644-2530 


Flectrical Engineering 


Complete electrical design services for new and exisiting winery facilities. Prepa- 
ration of drawings and specifications for the following areas: 


— Main Service Design — Tank Lighting and Valve Control 

—Computer Grade Power Supplies — Refrigeration Power and Control 

— Motor and Pump Control — Bottling Line Control 

— High and Low Voltage Distribution Systems 

— Heating, Ventilation, and Air Conditioning Power and Control 

— Micro-processor Control of Crushing, Pressing, and Tank Refrigeration 
Operation 

— Well and Waste Water Pumping Systems 

— Office and Warehouse Lighting and Power Distribution 


Arthur Engineering, Inc. 


922 N. Center Street — P.O. Box 967, Stockton, CA 95201 
209/464-4775 
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Winery Software 
Winery Production Management System 


Eleven years experience computerizing bulk wine record-keeping on personal computers has 
made us a leader in the field. Our system uses MS/DOS and requires a hard disk. The system 
includes the following functions: 
e Easily providing a complete trace for a wine-lot back to weight tags. 

(Great for a BATF audit.) 
Supplying the cellar with information to manage the bulk wine inventory. 
e Providing management with bulk wine summary and cost reports. 
e Easily producing the monthly BATF-#702 form with an audit listing of all entrances and exits 

to the bulk wine system. 
Our commitment is to provide wineries with the best in affordable computerized bulk 
wine management and to support our clients in the implementation and continued 
use of this system. 

Data Consulting Associates 


18000 Coleman Valley Road, Occidental, CA 95465 
707/874-3067 


Certified Grapevines 


Premium Quality Vinifera and Hybrids 


Protect your vineyard investment by planting your vineyards with premium quality 
virus-tested certified grapevines and rooted cuttings from Schloss Tucker-Ellis. 
We offer a complete selection of benchgrafted vinifera grapevines propagated 
from premium clonal selections which have demonstrated superior performance 
in our winery and vineyards. In addition, our vines are propagated only from 
virus-tested rootstock and scionwood cuttings. Rootstocks include Oppenheim 
S04, Kober 5BB, Couderc 3309, Richter 110, Riperia gloire and any 

other requested rootstock. 

We also provide a large selection of French Hybrids and table grapes. We can 
ship vines throughout the United States, and will custom-graft any variety. 


Hubert Tucker 
Schloss Tucker-Ellis Vineyards 


RD 1, Box 340, Waterford, VA 22190 703/882-3375 


Guaranteed to Increase Profits 
"MARKETING with Low-Cost Marketing 


NEWSLETTER 


THE eith A Powerful Newsletter That Is 
5 OO 


¢ A combination of strategies, tactics, news and insights designed to 
give you that important competitive edge. 
So potent and proven in action that this bi-monthly newsletter is 
fully guaranteed. First year subscription — $49. 
¢ Just one idea in one issue can produce enough profits to cover a 
10-year subscription. 
To subscribe or for a free detailed brochure, call cr write: 
The Guerrilla Marketing GUERRILLA MARKETING INTERNATIONAL 
Newsletter — It’s tough to 260 Cascade Drive, PO. Box 1336 


succeed in marketing without it! Mill Valley, Califomia 94942 USA 
Toll-free 1-800-748-6444 


The American Wine Society is a national. non-profit organization devoted to 
educating its members and the general public about all aspects of wine 
production use and appreciation The Society 1s independent and has no 
commercial affiliation 

Membership is opento any interested person, wine enthusiast, protessionalin 
the wine business amateur winemaker — anyone who wants to learm more 
about wine 

Annual (calendar year) dues are $2400 per individual or Couple which includes the 
Society's quarterly Journal Special Bulletins and much more 


For free brochure write to: AMERICAN WINE SOCIETY, INC. 
Dept. PW, 3006 Latta Road, Rochester, N.Y. 14612 
(716) 225-7613 
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MARCON FILTERS 


FILTER SYSTEMS FROM 3 TO 

21 PLATES (SIZE 8” x8") 

All models can use pads 

or reusable membranes. 

D.E. plates available 

Plates may be purchased separately 
with a free paper template for ‘‘do-it- 
yourself’ frame. 


Tangential Flow systems available. 
Pilot systems from $130 U.S. FOB Downsview 


40 Beverly Hills Dr., Downsview, Ont. CANADA M3L 1A1 (416) 248-8484 
JWI® | 
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PRESS 


Leading wineries throughout the country are operating case 
histories on the successful utilization of the JWI J-Press. We 
invite your inquiry for complete information and references on 
our line of American made filter presses and mixers. JWI, a 
world leader in liquids/solids separation, provides technical 
sales and service support on a regional basis for continuing 
customer satisfaction. Call or write today. 
JWI, Inc., 2155 112th Avenue, Holland, MI 49424 
(616) 772-9011 FAX (616) 772-4516 


Built to perform and keep on performing. 


WINE PACKAGING 


Prices & Quantities You Can Afford 


Special Imprinting & Custom 
Designs on Request 
1-2-3 Bottle Gift 
2-3-4-6 Bottle Carrier 
1-2-3-4-6-12 Bottle UPS 


For Price List and Samples Contact: 


NAYLOR WINE CELLARS, INC. 


R.D. 3, Box 424, Ebaugh Road, Stewartstown, PA 17363-9180 
or call (717) 993-2431 or (800) 292-3370 


DON’T MAKE WINE WITHOUT IT! | 


Replacing your wooden € stop to wicking and requires no 
bungs this year? Fabricated uy pretreatment. Easy to place 
from high grade silicone, and remove, the Boswell bung 
the Boswell bung easily provides extra protection for 
outperforms its fir and your valuable barrels. The 
redwood ancestors. Boswell bung. Cost efficient. 
The Boswell bung puts a Pure and simple. 


For more information contact The Boswell Company ht, 
1000 Fourth St., Suite 540, San Rafael, CA 94901 ESMPANY 
(415) 457-3955 © Fax (415) 457-0304 


46 MARKETING 


PRACTICAL WINERY & VINEYARD 


BARREL PALLET RACKS 


‘“‘WE RACK THEM UP’’ 


WS-29-2-7" INSIDE BARS TOPPING RACK 
WITH 7” FORKLIFT OPENING 
ALLOWS WINE TO BE 


WORKED IN PLACE. 


gett INSIDE BARS PROVIDE 
enaey BETTER ACCESS TO 
BUNG. RECOMMENDED 

FOR TOPPING RACKS. 


NON-TOPPING RACK 

WITH 3” FORKLIFT OPENING, 
BETTER UTILIZES 

SPACE AND GIVES 

BETTER STABILITY. 


WITH OUTSIDE BARS, 
RACKS CAN BE SAFELY 
.LIFTED FROM SIDE AS 
WELL AS FROM END. 


WS-29-2-3” OUTSIDE BARS 
WESTERN CRADLE 


WS-29-2-7"” DOUBLE INSIDE BARS 
WESTERN CRADLE 


DOUBLE INSIDE BARS 
PROVIDE BOTH GOOD 
ACCESS TO BUNG 

5 AND SAFETY WHEN 
| LIFTING RACKS FROM 
SIDE OR FROM END. 


ALL WS-29 MODELS 
DESIGNED TO FIT ALL 
BARRELS: BURGUNDY 
BORDEAUX AND 
AMERICAN. 


WS-29-7” INSIDE BARS 
EASTERN CRADLE 


ALL RACKS AVAILABLE 
WITH EITHER WESTERN 
(Curved) OR EASTERN 
(Angular) CRADLES. 


Other models available for three barrels, four 
barrels and two puncheons. Also ‘‘half-racks’’ for 
the bottom row where head space is a problem. 
Special racks designed for your specific needs. All 
racks powder coated for exceptional corrosion 
protection, stain resistance and ease of cleaning. 
Standard colors are beige and gray. 


CALL US TODAY FOR PRICES 


WESTERN (_] SQUARE 


INDUSTRIES, INC. 
1621 No. Broadway « Stockton, CA 95205 
(209) 944-0921 


TOLL FREE LINES 
Ouside Calif. (800) 367-7810 


In Calif. (800) 367-8383 
FAX (209) 944-0934 


Designated 
Guerrilla 


By Jay Conrad Levinson 


Some clients I have served wanted to be involved every inch 
of the way along the marketing avenues we followed. Others 
said they paid me to protect them from the marketing pro- 
cess. They were too involved in operations or finance or 
winemaking or distribution or administration to become in- 
volved in marketing. 

Both types of clients had what it takes to succeed in mar- 
keting — a recognition that somebody’s got to be paying at- 
tention to it always. 

We all know that marketing is much like flossing. It’s not a 
whole lot of fun, but if you don't do it, there’s going to be 
trouble. 

The wineries that get into trouble are those that don’t pay 
enough attention to the marketing process and don't hire a 
paid gun to ride herd over it. 

Unless you have the time and inclination to market with 
verve, imagination, and intelligence, be sure you have a 
designated guerrilla to do so. This can be a person on your 
winery payroll or an outsider, so long as it’s a person who 
eats, sleeps, and obsesses over your marketing. 

It’s a person who knows that there are 100 guerrilla market- 
ing weapons and has found a way to put 70 of them to work 
marketing your wines. It’s a person who has taken the time 
to create a user-friendly marketing plan that can guide your 
efforts for the next 10 years, yet be understood by someone 
with zero experience in marketing. 

A designated guerrilla develops a year-long marketing calen- 
dar for your winery — a crystal ball that provides insights into 
your future needs in personnel, inventory, finance — and 
marketing. _ 

Ideally, your designated guerrilla will approach the market- 
ing function exactly as I do — with enthusiasm, confidence, 
high energy, a sense of joy, and a killer instinct. If not, get 
yourself another guerrilla. 

Marketing won't be at all like flossing to your designated 
guerrilla. Instead, it will be more like surgery — using science 
to accomplish precise actions with expertise — an act that 
gives an inner sense of fulfillment because the patient lived, 
not because the scar won an award for beauty. 

Perhaps the designated guerrilla will be your marketing 
director; possibly your director of sales. It might be a market- 
ing consultant or the account supervisor at an advertising 
agency. Or it might be you. 

It is not important who it is; all that matters is that you have 
one. If you don't, you're going to miss many opportunities. 
You'll constantly be in a position where your marketing must 
react rather than act. And the spirit of your winery will never 
shine through. 

Of the many reasons for business failure, an inability to 
market aggressively ranks right up there near the top. When 
that happens, the finger of fault almost always points at the 
chief executive officer (CEO). 

That CEO is probably too busy with other business func- 
tions to give undivided attention to marketing, too egotistical 


JULY/AUGUST 1990 


47 


to delegate the marketing function to someone else, or too 
ignorant of the power of marketing to have given it much 
thought in the first place. 

When that’s the problem, the solution is the designated 
guerrilla. bi) 

(Jay Conrad Levinson is the author of several Guerrilla Marketing 
books and the ‘‘Guerrilla Marketing Newsletter’. His latest book is 
“The Ninety-Minute Hour’’. For a free brochure on all items and 
services, call toll-free 800/748-6444. ) 


Carole H. Taines 
Winemaker and Viticulturist 


Winemaking * Consulting * Educating * Writing 
(707) 795-9677 


CLASSIFIED ADS 


Bottling at Your Winery — Guaranteed Sterile Bottling. Front and back 
label capability. Quality, professional handling of your wines. Separate 
labeling only service available. For additonal information, contact Don 
Hudson, Chateau Bottlers, 707/963-2323, PO Box 368, Oakville, CA 94562. 


Save time + $$ on sulphite analysis by the Ripper test. Send $21 for 
1-litre of Vinodine'™ photostable iodine, guaranteed against decay for 
1-year, plus bonus report “Improving the Ripper method for Sulphite 
Analysis”. Contact: HRL, Suite D, 1940-180 St. RR#8, Surrey, B.C., 
Canada, V3S 5J9. Phone: 604/531-9791; Fax: 604/224-1540. 


Position Available: Assistant Winemaker — The Williamsburg Winery, 
Williamsburg, VA is seeking an enthusiastic individual to operate a 
branch winery of 28,000-gallons in Virginia. Will report to the Senior 
Winemaker in Williamsburg. Degree in Enology/Food Science and 
technical training and experience desirable. Salary commensurate with 
qualifications. Send resume to: Daniel J. Uzelac, The Williamsburg 
Winery, PO Box 1573, Williamsburg, VA 23187; phone: 804/229-0999, 


ESTATE BOTTLING — Portable Wine Bottling at Your Winery, Owner | 

Operated — Quality Service — Sterile Bottling 2-label Capacity — 
1,500 cs/day — Generator on truck. 

Contact: PO Box 338, Rutherford, CA 94573, 707/963-5705. 


AVAILABLE: Custom crush capacity in the heart of Napa Valley. Over 12 
years experience with custom crush arrangements. No barrel storage 
available. Call Jerry Luper or Mitch Rubin at Rutherford Hill Winery, 

707/963-1871. 


FOR SALE—Winery equipment. Tanks, Zambelli crusher-destemmer, 
Morrelli hydraulic/horizontal basket press, transfer pumps and hoses. 
Guth mixer, plate and frame filters and much more. Call 
Tewksbury Wine Cellars, Lebanon, N.J. 201/832-2400. 


PHOTOGRAPHY Your story in pictures by the wine specialist. Vineyard 
to glass. Brochure from Fred Lyon, 237 Clara St., San Francisco, CA 94107, 
415/974-5645. 


WANTED: Practical Winery/ Vineyard editorial staff wants to know what 
you think about the PWV content, the PWV look, especially about 
whether PWV is delivering what you expect from PWV. PWV will extend 
your subscription six months for letters we print. Please write to PWV at 
15 Grande Paseo, San Rafael, CA 94903. 


———! 
PHOTOGRAPHER On-location or studio for advertising, brochures, or 
editorial display. Extensive stock photos. Scott Clemens, Sand Dollar 
Photographic Studio, 740 Stetson St., Moss Beach, CA 94038, 415/728-5389. 


AVAILABLE: 3-ring PWV binders for $5.00 each plus 6.25% sales tax (in 
California) plus $3.00 shipping per order. 


BRAND NEW BRAND NEW 


REFRIGERATION FOR WINEMAKERS 


Ray White — Ben Adamson — Bryce Rankine 
This is written not only to assist in the design of refrigeration systems for 
wineries, but more importantly to assist the ‘hands-on’ winemaker. In a very 
logical way, it starts with the enological requirements and then presents the 
technical application of refrigeration equipment to achieve winemaking 
goals. Maintenance and trouble shooting are included. Well-illustrated! 
Should be in the necessary library of every winery! 
96 pages—$25.00 Order #PWV-RfW 
Order from the PWV Bookshelf Today! 


28120 SW BOBERG 


WILSONVILLE, OR DRAINER TANKS 


503-682-2596 


No. Calif. 415 / 937-3545 
So. Calif. 714 / 581-3254 
FAX: 503 / 682-8060 
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(~ ~_)xcellence in design isa 
problem-solving process that 
bet by defining goals, 
identifying be best strategy 

_ and developing a successful 

solution. While design 


depends on creativity, 


imagination and innovation, 
it must also strive to set a 


company apart from 


competition. Only then, the 


_uniqueness of a company is 
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